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The specially designed 200-inch telescope ctop Mt. Palomar discovers details of the rings of Saturn never seen before. 


WARETONE MIRROR FINISH 

OLD TAVERN METALLICS 

M-J POSTCARD AND COVER 
GUARANTEED FLAT GUMMED PAPERS 
RELYON REPRODUCTION PAPER 
WARE HEAT SEAL 


McLAURIN-JONES COMPANY 
HEADQUARTERS: BROOKFIELD, MASSACHUSETTS 
Offices: New York, Chicago, Cincinnati, Los Angeles 
Mills: Brookfield and Ware, Mass., Grand Rapids, Mich., Homer, La. 


The McLaurin-Jones line of fine papers brings out new details 
in your printing, too. Why? Because McLaurin-Jones fine 


papers have a specially designed micro-smooth finish. 


Discover new details in your printing. Choose the line of fine 
papers specially designed to bring out the details of your 
craftsmanship . .. McLaurin-Jones Fine Papers . . . for printing, 


label, box covering and postcard work. 


McLAURIN-JONES FINE PAPERS 
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creative design 


A Tension “Plus” To Make Your 
Envelopes More Compelling! 


Let Tension put “personality” in your envelopes 
through the use of creative design. Our large staff 
of experienced artists know how to make envelopes 
sparkle. They know the secrets of envelope illustra- 
tion that moke your mail “stand out” — arouse 
interest and bring back replies. They know how to 
design envelopes to package your products for fast 
identification and rapid turn-over. 








In addition to this outstanding service—Tension offers 
“Tension Inventions”: Envelopes tailored specifically 
to do new, unusual jobs . . . or old jobs better! 


TENSION ENVELOPE Corp. 
(See the ad below.) 





ENVELOPES To Save 
You Labor, Speed Service 


“TENSION 
INV EN T I ONS Help Prevent Mistakes! 
: This is _BO[TJND” 

To Get Results! 


A Tension Envelope 
Combined with Detachable 
Order Blank To Bind 

in Your Catalog 


(You can even trim it with the pages!) 


Now your order blank and return envelope 
can be part of your catalog! Bind them 
with your catalog. Trim them with your 
catalog. The straight edges of the “Book- 
velope” guide through a stitching machine 
easily. The distinctive “setback” seams 
eliminate one thickness of paper . . . keep 
your catalogs from “bulking up.” You'll 
—— discover the “Bookvelope” is easier for you 
to use . . . easier for your customers to use. 
They oppreciate the security a fully-sealed 
envelope provides when sending their pay- 
ment. If you sell through ao catalog . . 
you'll want to see o sample of the “Book- 
velope.” Write for it today! 
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“TENSION ENVELOPE CORPORATION 


Des Meines 14, lowa—19!12 Grand Avenue 
Kenses City &, Mo.—19th & Campbell! Sts. 
Ft. Werth 12, Texas—5900 East Rosedale 


New York 34, N.Y.—522 Fifth Avenue 
St. Levis 10, Me.—500! Southwest Ave. 
Minneapolis 1, Minn.—129 North 2nd St. 











3 — Five-Color Rotaries 
up to size 48 x 7| 


7 — Two-Color Flat Bed 
Presses and Rotaries 
up to 48 x 71 


10 — Fine Quality Single- 
Color Presses up to 
45 x 68 


« 
OFFSET FACILITIES — Single 
and Multicolor Units 
* 
INK Matching and Manufac- 
turing Facilities 
‘ - 
BINDERY FACILITIES... 
Largest in New York City 
° 
Call MILTON HERMAN, Sales V.P. at 
Circle 6-8100 on your next job — 
you'll get a quick answer to your 
problems or an estimate, if you wish 
* 
Since 1914 


Pa ce. Pr ess 


636 ELEVENTH AVENUE 
(Bet. 46th & 47th Streets) 
NEW YORK 
Circle 6-8100 
* 

Our Financial Rating 


AAAI—DUN & BRADSTREET 
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| We welcome your direct mai! ideas and news items for this department. Send al! material to 








O TO NEW READERS... and a 
reminder to old readers. To keep a file 
of your copies of THE REPORTER 
you do not need a special binder. It is 
punched to fit any standard three-ring 
binder, which can be purchased at any 
stationery store. If you want to elaborate 
on the binder, you can also buy sets 
of dividing bristol sheets, with extend- 
ing tabs. Mark the date of issue on the 
tab and you then have an easy to use 
file of all copies. 

Another idea is to note on the divid- 
ing sheets, the information in that par- 
ticular issue in which you are especially 
interested and the pages on which the 
item appears. When you want to check 
back on something, it’s easy to flip the 
dividing sheets and locate what you 


want. 
7) 


[] THIS REPORTER flew over to 
Wilkes-Barre, Pa. (with AFA’s Elon 
Borton) on October 10 . . . to attend 
and speak at the Advertising Institute. 
Another one of those week-end train- 
ing courses for executives (like Emory 
University plan) sponsored by local Ad- 
vertising Club and Wilkes College. An 
interested, eager audience. Hope the idea 
will continue to grow. It is so logical. 


JJd 


0 THE TORONTO SALES AND 
ADVERTISING CLUB held a special 
direct mail meeting on October 13 to 
exhibit, for the first time, the 1953 
Canadian Direct Mail Leaders (10th 
Annual Contest) and to feature this re- 
porter as guest speaker. Gib Mackie, 
Editor of Provincial’s Paper, h.m. of 
Provincial Paper Limited, 388 University 
Ave., Toronto 2, Canada, made sure 
we wouldn’t repeat the talk given at our 
first Toronto appearance. He reprinted it 
in the current issue (distributed at 
tables). So the subject was “How to 
Put Showmanship Into Your Direct 
Mail” instead of “How to Write Better 
Letters.” Always a treat to go to Canada. 
What a reception! Only one gripe. 
Canadian customs officers are so friend- 
ly and courteous . but when you 
start back and bump into U.S. customs 
it’s a different story. Stupid, discourteous 
Klu Kluxers. Maybe I just look like an 


international smuggler. 








CO WHAT’S THIS? In August 1953 
the Industrial Advertising Council of 
Pittsburgh (Pa.) published a list of its 
members. Included was a classified di- 
rectory of graphic arts and advertising 
services. On page 65 a firm called Ink- 
craft Press, Inc., 422 First Ave., is listed 
under “Pornography.” Is this supposed 
to be a joke? If so . it's a poor 
one. Surely no printer would blatantly 
advertise that he produced “obscene writ- 
ings or pictures.” Incidentally, the word 
“pornography” comes from the Greek 
porne— “harlot” and graphos “writing 
about” (which we learned on checking 
the dictionary to make sure this item 
was correct.) 


eed 


[] SPEAKING OF PORNOGRAPHY 
. . « some of the current mailings are 
lulus; but the Post Office inspectors will 
catch up with them before long. One 
current mailing from a Long Island out- 
fit has a new twist. The promoters send 
you a small 2-inch strip of movie film 
showing part of a nude body. Then ask- 
ing, “Do you want to see more?” Other 
current outfits are using the identical 
art work and copy descriptions used by 
some of the boys who have already been 
closed up by the Post Office. They just 
move to another address and keep on 
plugging away. 


eee 


[(] ENJOYED A VISIT from German 
L. (Jerry) Vazquez of Promotion, Jose 
Antonio, 57-10-C, Madrid, Spain. I had 
written a short note about him and his 
ability to handle mailings from Spain 
in the July 1953 Reporter. Last month 
he unexpectedly showed up in New 
York . . . full of enthusiasm for direct 
mail and for the ideas he has been able 
to pick up from The Reporter. Inci- 
dentally, we were more or less deluged 
with requests (as a result of that July 
item) for the names of our contacts in 
foreign countries. World affairs are in 
such a hectic condition that it is difficult 
to find contacts at the right time. We 
are planning an article on the subject 
for some future issue. But if you are 
interested in mailings from Europe, get 
in touch with Pierre-Georges Bastide, “La 
Publicite Directe”’ Bastide, 68 Rue Maz- 
arine, Paris 6, France. Through his as- 
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The inside story of 
the list business #15 


At the Convention in Detroit, I took some time off 
to visit the Ford plant and I watched with awe the 
perfect timing of the assemblies. What a mountain of 
detail work behind that incredibly smooth operation! 


What seemed like a purely mechanical procedure, I 
knew, required many hours of paper work by many 
different people at many different places. All 
along the line were opportunities for errors 
which had been forestalled by an experienced 
staff. 


The function of our own order department is similar— 
to provide check points and controls to make things 
run smoothly for the mailer. In handling thousands of 
orders for tests and continuation runs in the last 26 
years, we have helped many mailers over the bumps 
of scheduling as many as 100 or more tests at a time. 
All the work of getting okays, issuing instructions, check- 
ing mailing dates, shipping and getting the material 
back safely, is taken off the shoulders of the mailer. 


Our order department is different from an assembly 
line, however, in that hardly two orders are ever alike. 
Every one has to have personal attention from ex- 
perienced people who know every mailer’s requirements 
and every list owner’s capabilities. Perhaps you'd like 
to benefit from some of this experience, so here are 


some tips to make life easier for you. 


Don’t ship your material to the list owner before we 
get clearances for you. Although we are in pretty close 
8 and frequent touch with all list owners, it some- 
times happens that your material can’t be ad- 

dressed the way you want it, or when you want 

it, or your offer may be considered competitive. This 
precaution will save unnecessary shipping expense, and 


time lost in reshipping to another list owner. 


Why standard form? 


It’s a good idea to put your orders in writing. You 
can call us or drop us a note just listing the lists you 
want, with the number of names and the approximate 
date you want to mail, but when everything is all set, 
confirm it in writing. A standard order form will help 
you remember all the little details. If you don’t have 
one, we'll be glad to help you design one. 





If the material you want addressed consists of some- 
thing different from the average envelope such as a 
very large size, a shiny stock, very thin slips, 
extra bulky cards, stuffed envelopes or order 
forms which require exact placing of the ad- 
dressing, send us samples so that we can ask the list 
owner if he can handle the addressing. 


Plan your mailing schedule well in advance. We do 
our best to help mailers in emergencies with long dis- 
tance calls and wires, but rush jobs have a habit of 


going awry. 


Give us your keys so that we can include them in our 
order and type them on the addressed labels we send 
to the list owner for the return shipment. If you are 
scheduling many lists at once you are almost sure to 
get back some envelopes with no key or name on the 
cartons. Our labels will prevent this. 


Tell us how you are shipping and how you want the 
material returned to you. There is often a lot of dif- 
ference in the rates of different methods of 

transportation. Sometimes there is less than 5) 
you would suppose, such as between air freight 

and railway express. A list owner will generally re- 
turn your material the way you send it unless you tell 


us otherwise. 
Who sent it? 


Instruct your mailing or envelope house to identify 
your shipment, especially if you have envelopes which 
don’t bear your name. The list owner has a tough 
time guessing where mysterious shipments come from. 
You’d be surprised how many times we get a plaintive 
letter from some list owner asking for help. 


Allow a few extra pieces for spoilage and possible 
shortage in your shipment. Our wisdom isn’t quite 
that of Solomon’s, but we do try hard to 
determine the correct count so that the list 
owner can be paid what is due him and you 
get your money’s worth. 


And finally, check the confirmation order which we 
send you for the correct quantity, the rate, the ship- 
ping address, and any special instructions you may 
have overlooked in your original order. 


Let our staff help you achieve assembly line efficiency 


in your mail campaign. 


Wu. W av bn. awh 


President 


NAMES UNLIMITED, INC. 


352 Fourth Avenue Murray Hill 6-2454 N. Y. 10, N.Y. 


Charter Member National Council of Mailing List Brokers 


OUR 26th YEAR IN THE LIST FIELD 











Get More Customers 


Your prospective customers need in 
formation, which explains the bene- 
fits they gain by dealing with you. 
Let me show you how to accom 
plish this with highly persuasive 
sales letters and promotional litera- 
ture 

Free folder reveals successful meth- 
ods applicable to your business. Send 
for your copy. Request it on your 
business letterhead, please 


EDWARD W. OSANN 
Creative Letters and Advertising Literature 
Since 1910 


Member 
Direct Mail Advertising Association 


175-35 88th Ave., Jamaica 32, N. Y. 
REpublic 9-2244 
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SEND FOR SAMPLES 








ESLEECK 
Manufacturing Company 
Turners Falls, Mass. 














sociation work he is in touch with lead- 
ing direct mail producers in nearly every 
country outside the Iron Curtain. You 
might also contact Fritz S. Hofheimer, 
28 E. 22 St., New York 10, N.Y. 
He has had a great deal of experience 
with foreign mailings. 


eed 


—.) 1,600 LEADING LONG ISLAND 
FIRMS are listed and catalogued in the 
new 1953 Directory of Commerce and 
Industry for Nassau and Suffolk Coun- 
ties. Information given: Firm’s name, 
address, type of business, product pro- 
duced, name and title of execs (5,000 of 
them), number of people employed (viz: 
skilled, semi-skilled, sex). A mailing list 
of high selectivity. Price $7.50. Write 
The Long Island Association, Inc., Gar- 
den City Hotel, Garden City, N. Y. 


an 
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() HOKUM. Some promotion managers 
must think mail recipients are dumb. 
They receive a piece of third class mail 
and inside find a flossy invitation. Con- 
spicuously printed is this statement: A 
reservation will be held open for you 
for ten days following the date you 
receive this invitation.” That is unadult- 
erated hokum. With all the delays in 
delivery of third class mail, how could 
anyone determine when each piece would 
reach each recipient? It doesn’t make 
sense. 


eed 


© THE TOOLS OF DIRECT MAIL 
is the title of a 16-page, 6°x9" booklet 
issued as a promotion piece by our old 
friend Ed Husen of E. W. Husen Co., 
10321 W. McNichols Road, Detroit 21, 
Mich. The copy is based on material 
used by Ed in talks before the Chicago 
Advertising Workshop and the Business 
Communications Conference at Wayne 
University, Detroit. It describes simply 
and briefly for those who are not “ex- 
perts” the nine major formats most fre- 
quently used in direct mail . . . and 
when and how they should be used. Ed 
might be able to spare you a copy if 
you write. Incidentally, Ed Husen is 
another deserter from the big city. After 
many years in the center of Detroit, he 
built his own plant on the outskirts and 
he is very happy about the whole set-up. 


= 
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[ THE ADVERTISING FEDERA- 
TION OF AMERICA is launching its 
fifth campaign (during the last eight 
years) to increase public understanding 
of advertising. Program was designed by 
a committee under the chairmanship of 


Ralph Smith, Vice-President of Sullivan, 
Stauffer, Colwell & Bayles, Inc., New 
York agency. Advertising clubs have 
been supplied with campaign kits with 
suggestions for posters, radio and TV 
spots, space advertisements and printed 
material. If you are interested in co- 
operating, get in touch with your local 
advertising club or write to Jim Proud 
at the Federation, 330 W. 42 St., New 
York 36, N. Y. 


fT] 
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[1] CONGRATULATIONS to the Pro- 
motion Department of Steel magazine, 
Penton Blidg., Cleveland 13, Ohio, for 
a good showmanship mailing. It came 
in a small canvas bag with an address 
tag attached. Three-cent postage. Inside 
bag was an actual Eastman Kodak film 
spool. Wound around the spool was a 
long strip of imitation film. Red on the 
outside, black on the inside, with copy 
white on the black. Title: “5 develop- 
ments that prove your metalworking ad- 
vertising dollars are worth more in 
Steel.” Then five blocks of copy in the 
five simulated negatives—‘“Proof of ac- 
ceptance; Proof of the authority; Proof 
of the confidence,” etc. Well done. 


(1 REPRINTS from Baking Tndustry 
magazine were given a novel and in- 
formal presentation by American Ma- 
chine & Foundry Co., 511 Sth Ave., 
New York 17, N. Y. Bakers received 
several reprints with an AMF inter-of- 
fice memo attached. A simulated hand 
penciled message read simply: “Joe 
Regan: I believe bakers can Profit from 
reading Baking Industry’s excellent ar- 
ticle on the Bun & Roll Market and our 
2 latest roll advertisements. Let's send 
them reprints. Larry.”’ Underneath, Re- 
gan scrolled his reply: “By all means.” 
A good way to get a simple message 
across. 


ede 


WISH PRINTED ADVERTISING, 
1515 W. Pico Blvd., Los Angeles, Calif., 
has a new slide chart calculator which 
tells egg men exactly what their feed 
costs them for every dozen eggs pro- 
duced. Wish sells the chart to feed sup- 
pliers as an imprinted advertising give- 
away. The initial promotion was a sales 
letter to suppliers pecked out by a chicken 
pseudonym. Typed all in lower case let- 
ters . . . and explained in the P.S. with 
“I couldn’t work the darn capital shift 
on this typewriter so please excuse all 
lower case letters.’’ Clever stunt. 


JJ) 


[ THANKS to some unknown press 
agent for giving us the biggest laugh 
we've had here in months. It came with 
a press release drum-beating for a new 
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Christmas 


Hel{s tolff 


while we at CUPPLES 
wish all our friends in the 
direct mail industry a happy 
Christmas and prosperous 


new year. 


May your returns increase in ’54! 


Cupples 


360 Furman Street * Brooklyn 1, New York 
Boston Philadelphia Washington 








ART WORK BY MAIL 


Raymond Lufkin 
TENAFLY, NEW JERSEY 


FULL COLOR 
POSTCARDS 
for less than 1¢ apiece! 


+z Made direct from your trans- 
parency, Crocker’s full four-color 
postcards with theirexclusive Mirro- 
Krome finish are ideal for direct 
mail, dealer promotions and many 
other uses. Write today for free 
samples and price list. 


Department -!! 


H. S. CROCKER CO., INC. 


SAN BRUNO «+ CALIFORNIA 





“Just Between 
OFFICE GIRLS” 


A monthly 842x111 publication to 
which employers may subscribe for 
distribution among their office girls 
4 Purpose: To help management inspire 
their personnel to work more accurate- 
ly, conscientiously and enthusiastically 
Short, easy-to-read articles teach loy 
alty, responsibility and pride in pro- 


i ducing to the best of their ability 


) Prices range from 20¢ per copy for 
15 to 10¢ for 500. Complete informa 
tion and sample copies of Just Between 

| OFFICE GIRLS available on request 

iI for 25¢ 

FAIRMAIL SERVICE 


" 417 Cleveland Avenue Plainfield, N. J. 





type of papier-mache slippers. Natural- 
ly, they had to be “modeled”. Clipped 
to the release were two of the silliest 
photos you could imagine. Cheesecake 
in bath and beach attire . . . “modeling” 
the slippers. The pictures themselves 
were stupid and funny enough . . . but 
the lead of the release was the punch 
line: “There’s an old saying that there's 
nothing so comfortable as an old shoe. 
But the Blank Blank Company claim their 
new product packs more comfort than 
any other type of footwear, etc.” And 
they've got models to prove it. 


JJ) 


() BRIDGE PLAYERS receiving the re- 
cent sales letter from J. D. Craig, Sales 
Manager of General Industrial Supply 
Corp. (Ft. Worth, Tex.) couldn't help 
being interested. Letter began “YOU 
ARE SURE TO WIN .. . when play- 
ing a hand like this in a game of 
bridge . . . ” Under this opener, a strip 
of miniature playing cards was attached 
(a full suit of Clubs). Then the letter 
continued: “ . . . you are also sure to 
win when you buy your Electrical Sup- 
plies, Industrial Supplies, etc. from Gen- 
eral Industrial Supply Corp.” Bridge is 
now the country’s most popular card 
game .. . so the full suit of Clubs 
gimmick must have drawn a lot of at- 
tention. It got ours! 


— 
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] A PAT ON THE BACK should go 
to our contemporary, C. B. Larrabee, 
president and publisher of Printers’ Ink, 
for his editorial titled: “All Play And 
No Work—and you have a Conven- 
tion.” in the October 2, 1953 issue of 
Printers’ Ink. It is aigh time someone 
told the truth about conventions. Mr. 
Larrabee skillfully describes the differ- 
ent types of conventions and how some 
of them, without any work whatsoever 
intended, have become too popular. This 
reporter has seen practically every type 
of convention described in the PI edi- 
torial and we agree 100% that the con- 
ventions of the future should be work- 
ing conventions. 


CJTHE PHONY DIRECTORY PUB- 
LISHERS are at it again. After most 
of them were closed up by the Post 
Office . . . they simply moved to new 
locations and changed their tactics. They 
are still using the mailing piece which 
resembles an actual invoice for a di- 
rectory listing, but they have inserted a 
few lines of type, such as “This is not 
a telephone company publication” and 
“The attached listing taken from our 
last issue which we published gratis and 


submit as a sample for approval.” It 
is still the same old racket . . . but 
the Post Office Department doesn’t seem 
to know what to do about the new 
tactics. Better warn your accounting de- 
partment to be on the watch for these 
phony invoices . and keep sending 
your complaints to the postal inspectors. 


rk 

eed 
(1) THE FEDERAL TRADE COMMIS. 
SION reversed itself on previous rul- 
ings prohibiting the use of the word 
“free” - in dismissing complaints 
against Walter J. Black, Inc., which 
operates the Classics Club and Detective 
Book Club of New York. The new ruling 
allowing the more liberal use of the 
term states that the word “free” must 
be used “honestly” and not as a “device 
for deceiving the public.” If any Reporter 
readers have had trouble with the word 
“free” in the past, you better get the 
complete ruling from the FTC or from 
your local Better Business Bureau. Don’t 
abuse the new freedom. 


eee 


[) GLENN C. COMPTON, formerly of 
Printing News in New York, has re- 
signed from the staff of Printing In- 
dustry of America to accept a special 
assignment with the Advisory Council 
of the Senate Post Office and Civil Serv- 
ice Committee. It means that Senator 
Carlson and his committee will have 
someone around who thoroughly under- 
stands the problems of the printing in- 
dustry. We say Hurray! 


eo@ede 


(1) WHAT’S IN IT FOR ME? is title 
of a new 68 page 434"x7%”" booklet 
issued by the United States Envelope 
Company, Springfield 2, Mass. Write to 
Advertising Manager Eliot Wight for a 
copy. The story of envelopes is told 
with a new twist. Television panel-quiz 
style. All pictures resemble the television 
viewing tube. Entire copy in script form 
with the various characters asking or 
answering questions. Well worth reading 
and filing for future reference. 


eee 


(1) A PRAYER FOR CHRISTMAS is 
the basis of all “advertising” placed by 
International Paper Company each year 
during the entire month of November. 
It’s not often that The Reporter men- 
tions an advertisment in the editorial sec- 
tions. We try to keep editorial and ad- 
vertising distinctly separate. But we ask 
you to pay particular attention to the 
back cover of this issue. So far as we 
know, International Paper is the only 
company in the world to adopt such a 
policy. The idea was originated by Rich- 
ard Faulkner, of the Advertising De- 
partment, ten years ago. He wrote the 
first prayer. Reactions were more than 
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favorable and company executives asked 
Dick for a repeat performance the sec- 
ond year. The “advertisement” in this 
issue is the tenth. During the years, these 
prayers have been reprinted all over the 
world by printers, college presidents, bus- 
iness executives, etc. We think it’s a 
newsworthy and praiseworthy undertak- 
ing. The Reporter is proud to be includ- 
ed in trade magazines sharing in the 
program. 


[) THE NEW YORK LEGISLATURE 
has instituted a full-scale investigation of 
all charity organizations operating with- 
in the state. Senator Bernard Tompkins 
(R., Queens) is chairman of a joint in- 
vestigating committee which has mailed 
1,100 questionnaires to groups who so- 
licit public support. They must give com- 
plete financial statements and descrip- 
tions of how the money is used °° 
particularly the cost of obtaining the 
money. Most of the legitimate charities 
welcome this new probe. But we think 
it might have been better to have fol- 
lowed our suggestion made years ago... 
to establish a code of ethics, and to 
spotlight by publicity those who do not 
abide by the code. 


[] DECEPTION IS POOR BUSINESS. 
Somebody has thought up a new atten- 
tion-getter for envelopes . . . but we 
think it is deceptive. In big letters above 
the glassine window of a third class en- 
velope is the wording “Telephone Mes- 
sage.” A bold “Important” shows 
through the window to the left of the 
recipient’s name. When the envelope is 
opened there is a form letter inside from 
a men’s shop and printed at the top is 
this corny line: “The following message 
is being sent instead of a telephone call 
in order to save us both valuable time.” 
The originator of that idea should have 
his head examined. 


[] A BURIAL which caused a lot of 
sadness in certain advertising circles oc- 
curred last month. It was the appear- 
ance of the Third Quarter 1953 issue of 
The Red Barrel, famous house magazine 
of The Coca-Cola Company, Atlanta, Ga. 
The masthead read “Volume XXXIII”— 
33 years of continuous publication. 
Tucked inside the cover was a printed 
memorandum announcing that this would 
be the last issue of The Red Barrel. 
The alibi for the discontinuance didn’t 
sound very convincing “ - because 
the circulation now is much greater out- 
side the company than within the com- 
pany.” It is too bad. Under the editor- 
ship of Hillary Bailey, The Red Barrel 


(continued on page 42) 
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In a business letter even 


Consider the subtle impressions 
you get from a letter before read- 
ing it. If it is typed on a fine rag 
content bond, it crackles like new 
money. It has that “important” 
feel typical of documents and 
certificates. 
Usually the letterhead will be 
sharply printed since most printers 
take extra care with rag content 
paper runs. The typed page will be 
neat—free from erasure smudges 
because the long interwoven cotton 
fibers take repeated erasings with- 
out breaking. Even before the letter is read, the paper starts making 
favorable impressions. 
To increase the effectiveness of your business letters through the correct 
choice of paper and letterheads, Neenah offers you, free, The Psychology 
of Business !mpression, which has been endorsed by thousands of 
prominent executives. 





NEENAH PAPER COMPANY 


Neenah, Wisconsin 








= ' Check the material you want, sign 


your name, and attach to your business letterhead 





ee 


7 () The Psychology of Business Impres- 
sion, Letterhead Test Kit and Opin- 
| ion Cards 


(] The Facts about The Quality, a pic- Ab A, 
torial guide to give you a better un- 


derstanding of fine business papers. SARK BUSES. BRRERS, 





NEENAH PAPER COMPANY, NEENAH, WISCONSIN R6 
2 A CS EE ll RN 
Matching envelopes in all grades of Neenah rag content bonds. 
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Cover Story: 


A SALUTE TO: 
THE BUSIEST “RETIRED” 
DIRECT MAIL WORKER. 


A little over a year ago, John E, 
(Jack) Tillotson announced his retire- 
ment from business ... but we think 
he deserves this month’s cover salute 
for his continuing efforts to help direct 
mail. After turning his profitable bus- 
iness (The Workbasket and Profitable 
Hobbies) over to his son, he really in- 
tended to lead a life of more-or-less 
ease. 

jut in the Spring of 1953 he was 
drafted as a member of Senator Carl 
son's Citizens Advisory Council of the 
Senate Post Office Committee engaged 
in an intensive study of the Post Office 
Department. Shortly after, he was 
named as Chairman of the Executive 
Sub-committee of this advisory coun- 
cil. That ended his “retirement.” Jack 
shuttles back and forth from his home 
in Kansas City (2318 West 95th Street) 
through Chicago, New York and 
Washington. He’s been holding in- 
formal fact-getting meetings with di- 
rect mail people at all his stops. Visits 
Post Offices talks with officials 
and employees. In Jack Tillotson, Sena- 
tor Carlson has found a devoted serv- 
ant for this unprecedented study of 
Post Office operations and rates. 

But with all the work and com 
plications, Jack manages to exude con- 
tinuous good humor and broadmind 
edness. 

For those who don’t know him in- 
timately Jack came up the direct 
mail ladder through catalog copy- 
writing; selling farm paper advertis- 
ing and working briefly for an ad- 
vertising agency and a newspaper. In 
1930 he and Mrs. Tillotson started a 
needlework syndicate service for news- 
papers then in 1938 originated 
Modern Handcraft, which built The 
Workbasket magazine to a_ million 
and a half circulation entirely by di- 
rect mail. Another magazine, Profitable 
Hobbies, was started a few years ago 

. and now has a guaranteed circula- 
tion of 100,000 (soon to be 150,000). 

Jack has appeared before many di- 
rect mail and mail order groups. He 
was the founding President of the 
Association of Third Class Mail Users 
and is now serving on its Board of 
Directors. 

You can bet your last dollar that 
when the Carlson Committee is ready 
to write its report, they will have all 
the facts about direct mail from the 
fellow this reporter salutes as the bus:- 
iest “retired” direct mail worker in 
the U.S.A. 


My Mail Order Day 


By Jared Abbeon 


Red ink—Contra-seasonal red ink— 
a small loss last month but still over in 
the red. Asked the accountant. He put 
his finger on two facts. One—we 
chalked up a lot of advertising and 
printing that won't start to produce 
until this month. Two—I am smoking 
too many 40¢ “seegars”. Told him 
that before I'd give up my fine fat 
Havana friends, I'd throw the office 
door key into the canal and go to 
work at a copy job with some adver 
tising agency. If I couldn’t write bet 
ter “selling” copy with my mail order 
experience than most of these jokers 
now lousing up the pages of our lead 
ing magazines, I'll go back to my old 
job stacking 200 Ib. bags of soap in a 
laundry warehouse. So many of our 
modern-day copywriters seem to have 
a horror of the thought that some of 
the readers of their polished prose 
might get the feeling that the copy is 
trying to sell them something. 

. sl . 


Cheer up, however! All is not lost— 
we just took on a new product—figure 
it will be sensational—we don’t usual- 
ly give away advance dope to our 
competitors—but we got this exclu- 
sive. It’s a cigar cutter—clever and 
unique in itself—but the clincher is 
that it is mounted on the top of a 
genuine Walrus Tooth, at only $25.00 
each. Our sales manager (that’s me 
too) predicts it will sweep the coun- 
try. Every household will need one— 
maybe two. Watch your favorite mag- 
azine for news releases. It isn’t really 
necessary to be crazy to be in the 
mail order business—but a strong 


sense of humor helps. 
> > . 


Under the heading of interesting 
mail—the Polish Chamber of Foreign 
Trade in Warsaw puts out a bi- 
monthly publication somewhat on the 
type of Fortune Magazine’s format. 
The art work is beautiful—the English 
is perfect—The typography is neat 
and the reading matter is interesting. 
However, running through it is a con- 
stant stream of political adulation and 
hogwash that reminds me of the old 
story about the fellow behind the iron 
curtain who writes his friend that 
everything is beautiful, that the Rus 
sians are such good friends, that we 
shouldn’t believe any lying capitalist 
propaganda to the contrary, etc., etc., 
etc., and then at the end of the letter 
he puts a P.S.—“They shot two guys 
last week for complaining”. 


Speaking of funny stories—if you 
bump into H. Hoke, the publisher of 
this estimable publication, ask him 
about the adopted at “that 
other convention” in Detroit. I'd re 
peat it here but this publication has to 
go through the mails. 


slogan 


* . * 


Speaking of conventions—I had a 
lesson driven home to me in Detroit 
and that is, the necessity of changing 
one’s appeal when writing to different 
types of audiences. In downtown 
Detroit the newsstands are in many 
cases self-service and above the box 
where the coins are to be deposited 
is a sign saying “Thou shalt not steal” 
and giving the appropriate Bible chap 
ter and verse. At the Detroit race 
track, however, where the 
perhaps not so religious, the sign above 
the coin box at the self-service news 
stand reads “$500.00 fine and one year 
quotes the 


crowd is 


imprisonment, etc.” and 
appropriate penal code law of the 
State of Michigan. 

Got a sample copy of a magazine in 
from a publisher, rolled so tight and 
small it couldn't be flattened. The 
result—I didn’t read it and of course 
could not consider it for advertising 
Moral—if you mail stuff, make it easy 
for the potential reader to read it. Re 
member—he has a small amount of 
spare time and a large amount of spare 
wastebaskets. 

. * * 

Question of the month in the Mail 
Bag! “What is a good product I could 
sell at a profit by Mail Order?” An 
swer—“I wish | knew.”—It is difficult 
to find a primary product to produce 
mail order sales. However, very often 
if an item can be found to break even 
on its primary profit can be 
realized by selling the same customers 
items. For an ex 


sales, 


various secondary 
cellent discussion of this point and for 
a “Product Success Chart” I usually 
refer people to a book called “Mail 
Order Dollars” by H. E. Musselman. 
Incidentally, although I usually answer 
with “I wish I knew”, I checked the 
other day with one of the most prom 
inent mail order consultants in the 
country and asked him how he an 
swered this question. His answer to 
the people who come to him with 
the question “What is a good pro 
duct?” is “Come to me with a pro 
duct. I'll show you how to sell it. It 
I knew a good product, I'd be selling 
it myself”. 
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Far as we know, there is no other list on the 
market like it. (And we've always got our ear to 
the ground). So this is a new list ... developed espe- 
cially for one of our customers at great expense .. . 
another Creative compilation. 


If you're interested in reaching newlyweds, just 
after they've moved into their own little nest, you 
can start planning on about 10,000 new names a 
month. Available for testing are 40,000 names, 
compiled during the last five months. 


Here are some interesting facts about these newly- 
wedded couples . . . they are better than average 
in terms of income and education. They are on the 
threshold of a new life . . . building a home and 
a future. 


These newlyweds present a market ready to 
spend . . . the bride for the home, the groom for 
self-improvement. You can begin reaching this 
market at home, by contacting Creative immedi- 
ately . . . $20 per thousand, rented on controlled 
mailing date basis only. 


CREATIVE MAILING SERVICE, inc. 


460 NORTH MAIN STREET @ FREEPORT, NEW YORK 


FReeport 9-243! 





WHAT MEN SHOULD 
KNOW ABOUT WOMEN 


By Edythe Fern Melrose 


“Lady Of Charm”, WXYZ-TV, Detroit 





Reporter's Note: As we reported last 
month Edythe Fern Melrose was the 
last speaker (the very last) at the Detroit 
DMAA Convention October 2nd, 1953. The 
audience was not large. Too bad. Although 
the famous Lady of Charm of WXYZ and 
WXYZ-TV spoke extemporaneously, we man- 
aged to get most of the story. So we give 
it to you for your entertainment and en- 
lightenment. 





After three days of listening to such 
a great galaxy of speakers representing 
so many different segments of national 
industry at last month’s convention 

it might have suddenly seemed 
like an anti-climax for me to talk 
about women. How could they be an 
important factor at the DMAA Con 
vention? 

We heard Bill Power of Chevrolet, 
and Bill Sproull of Burroughs Corpora- 
tion—each with an important message 
concerning direct mail and their own 
industry. But right now we can hear 
Burroughs adding machines busily at 
work totaling figures all over this 
country showing purchases being made 
by women. Bill Power has probably 
gone back to work figuring new ways 
to make Chevrolet even more appeal- 
ing to women so more and more 
women will buy them. Steel mills are 
hard at work so women may have 
more kitchens with steel cabinets, 
washing machines, freezers, etc. How 
can Direct Mail persuade them to buy 
some specific make? 

First, I want to say this is not meant 
to impress you with the importance of 
women versus men. We LOVE men 

we MARRY them—taking them 
for better or for worse and we always 
will. This is merely an effort to ex 
plain women’s status and improve your 
economic relations with them—when 
you approach them as CUSTOMERS! 

All this becomes necessary because 
of the great change in the spending 
habits which began to take place in 
World War II. Newly-married men 
marched off to war leaving a new, or 
recent, bride at home to make deci- 
sions, purchases and found the family 
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home. When that man came home 
again he had an experienced assistant 
to handle the pocketbook and act as 
his purchasing agent while he went 
forth in search of education or to im 
mediately begin earning a living. Our 
entire social and economic structure 
began to change. Women became 
Pocketbook People. They developed 
wants and new incomes to help supply 
them. All at once business men found 
themselves facing a new and wholly 
unpredictable (so men said) purchas 
ing power. Men met this new woman 
with dismay and _ helplessness—which 
so frequently happens when man 


meets woman in ANY situation other 
than a “Moonlight and Roses Setting.” 


One of the first industries to find 
itself frustrated by this great change 
was the automobile industry. So great 
was their frustration they called for 
help from SOMEONE who could 
understand, or explain, women. Their 
complaint: “Women ruin our sales 
even after the man is ready to sign!” 
They declared women to be “illogical, 
disloyal (they wouldn’t buy the same 
car even though it had served them 
loyally through five different models) 
unpredictable and temperamental”. 
Men declared women to be so illogical 
that they bought cars merely because 
they liked the color and never once 
looked under the hood nor asked about 
the engine. Women were so unpre 
dictable they would stand along the 
sidelines and seem to agree with every- 
thing that was said; then switch friend 
husband to an entirely different car 
because the “Joneses bought one and 
they wouldn’t buy it if it wasn’t good.” 


That was when Bud E. A. Schirmer 
took matters in hand and wrote a 
little book for the auto industry en 
titled —“You Can’t Sell A Woman 
With Man Talk”. The year—1947. 
Now, for centuries men have been try 
ing to sell women ideas and _ this 
seemed to be the first time they re 
alized that when they started to sell 
a woman some idea not classed as 


sentiment (or Kinsey philosophy) they 
must use something other than the 
same approach when selling men. 

Why should men get excited over 
discovering the moon when they are 
just now discovering Women? This 
means that for centuries many men 
have never known how to sell women 
their manufactured products because 
they had not analyzed their feminine 
market. I am still not talking to you 
in the interest of women but endeay 
oring to explain to you how you may 
influence women to make specific 
purchases or go to their mail boxes 
with orders for your client’s merchan 
dise and services. So, remember point 
one: 


You Can't Sell A 
Man Talk”. 
WHY NOT? . 


a man! 


With 


Woman 


. . Because she's not 


Look around you, Gentlemen. Look 
at the woman nearest you. Does she 
look anything like you? Would you 
want her to? Then why do you want 
her to act and think as you do? A 
woman is even more different from 
you psychologically than she is dif 
ferent in physical appearance . . . and 
you know just how great that last 
difference might be. You do—don’t 
you? 

Did you know that in the year of 
585 AD the Church Council at Macon 
held a debate based upon the subject— 
“Are Women Human Beings”? And 
they couldn't quite decide that we 
were. Why? Because they knew, that 
as men, they were born to be logical, 
indomitable, sensible and completely 
reliable. In the presence of women 
they suddenly did the most unpredicta 
able things. They would throw dis 
cretion to the four winds—they would 
get tangled up in an alliance that 
would show no sense—they would be- 
come prey to emotions that made them 
seem weak. They hated all this 
so what was this creature with such 
emotional power? It must be some 
sort of sorcery. 








when the job is LARGE 


call LEMARGE! 


SERVING CHICAGO 
AND THE 
MIDWESTERN AREA 


Lemarge . . . the finest mechanically 
equipped mailing service in the 
Middle West producing all types of 
jobs at low cost. 


Lemarge . . . a battery of modern auto- 
matic inserting machines turning out 
over half a million pieces a day. 


Lemarge . . . specializing in speedy 
premium handling and mailing and 


low cost typewriter addressing. 


Write or phone 


te 


the LE 


ARGE compan 


wasn't and Isn't. It 
was, and still is, nothing more than 
man's reaction to the teeming emo 
tions born within woman which form 


Ot course it 


the very basis of such things as pro 
creation and perpetuation of the human 
race. Woman was designated by the 
Creator to be the fountain from which 
springs forth all humanity. In order 
that she might mother, protect and 
preserve life itself, she was given a 
gamut of emotions which surge 
through her soul without instigation 
or direction on her part. Woman 
Must be emotional and temperamental 
since it Was foreordained that she 
should play this role to the end of 
time. Nor is she a creature with power 
to determine her own destiny. She was 
born to be the complement of man... 
the mother of future men . the in 
spiration of the human race. Through 
her the Great Creator has determined 
the exaltation or extinction of man 
kind. 

Yet—is she Human? VERY! Is she 
Understandable? She is. 'm reminded 
of |. Frederick’s statement 
that: “A man can understand a woman 
with definitely less brain-work than 
it takes him to understand a Diesel 
engine.” Of course, men lke Diesel 
engines. To a man a Diesel engine 
represents power. Right now is the 
time to realize that the “Littke Wom 
an” also represents a lot of power. 
She has the power to make an adver 
tising or sales campaign a sell-out or 
a dismal dud .. . for she can respond 
or leave it alone. 


George 


So—just how much do you know 
about this woman? I hope enough so 
that you will never again throw up 
your hands and wail—‘“Isn’< that just 
like a woman” as though it is Ae? in 
adequacy which makes you incapable 
of understanding her or predicting 
what sne will do. 

To help prevent such a thing, re 
member: You will never set a woman 
into motion until you have touched he 
emotions. She will never dash to her 
mailbox with an order nor to the 
store to purchase what her mail in 
formed her she might buy at this 
time, unless you say, or do, something 
that strikes an reaction. 
Furthermore, your aim must be 
straight. Know exactly which emotion 
you hope to arouse. 

If space allowed it, | would like 
to trace the history of your entire re 
lationship with women since the be 
ginning of time. You would suddenly 
understand why women act like wom 
en. They are responding to a pattern 
of action which is as vital as life it 


emotional 


self. 


Edythe Fern Melrose 


There are five great basic emotions 
born in the soul of all women. These 
are so woven into their being that 
women respond to them with no con 
scious thought. Ask them WHY they 
respond and they'll probably say— 
“Oh, I don’t know. I just feel that 
way.” And men then say to them 
selves—“Silly creature. If she doesn’t 
know how can / be expected to under 
stand it?” You're both right. It’s given 
to few women to know why they do 
what they do. In back of those “do 
ings” is usually one of these five basic 
feminine emotions: 


FIRST: A woman’s inherent desire 
for romance. Notice | said inherent. 
It’s a God-given emotion so that man 
might live. It’s almost deeper than 
our supposedly strongest instinct: self 
preservation. When we preserve our 
own life we've merely kept one per 
son alive. Preserve or assure the future 
of life and it may mean many future 
lives. So, I repeat the statement that 
this great desire for romance is so 
strong within the soul of woman it 
causes her to spend billions for cos 
metics, beauty agents and garments 
with which to become more attractive. 
This is woman fulfilling her destiny 
and is a longing that continues with 
most women so long as they live. In 
your business of advertising make a 
strong appeal to a woman’s desire for 
beauty, adoration and devotion. She 
cannot control her response to the right 
appeal if she tries. 


SECOND: Admiration. These 
first two emotions may sound the 
same but they're not. The desire to 
be considered an admirable type is 
also inherent in woman. She was 
born to inspire and to implant in the 
young man whatever idealism man 
kind might absorb. She was chosen for 
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that part and must play the part with- 
out choice. All women want to be con- 
sidered “good”—even though they 
may be doing something others call 
“bad”. When some woman does sway 
towards the wrong side she will swing 
just as far in the opposite direction on 
some other point to prove to herself, 
and you, that she’s really a good 
woman. If she’s bankrupt in one re- 
spect she will become prodigal in an 
other for she will want to be admired 
even though she has flaunted the rules 
set down by society. She will want you 
to notice and praise her good side. 
And a good woman will never for 
give you if you fail to recognize her 
better qualities. Women want to be 
recognized for their better side and 
they'd like the masculine appreciation 
to be genuine. This means they desire 
your advertising appeal based upon 
something other than a_too-physical 
appeal. 

THIRD: Security is an emotion 


with light’ 
const ruet 


Resistans 
shock, in 
heavy § 





that’s paramount in importance where 
women are concerned. A woman never 
feels completely secure. She discovered 
as she grew from childhood into ado 
lescence that woman is not able to 
shape her own destiny. Nature has a 
way of taking over where a woman's 
life is concerned and she finds her- 
self helpiess in the face of certain 
events. She cannot regulate vital ele 
ments in her life such as the size of 
her family, their economic security, 
the certainty of her children’s safety 
or her ability to stand between them 
and threatening events. The fact that 
woman is so often rendered helpless 
accounts for her great need for a secure 
feeling. In what way can you or your 
business contribute to her security? 
Will you, your products, or services 
help to protect the life, health and 
happiness of those she loves? Remem- 
ber—this woman is the daughter of 
the first woman who was given a fierce 
instinct to protect and shelter against 
beast or nature on the rampage. Civil- 
ization may have changed the prob 
lems facing her but woman still search- 
es for the right answer to this com 
pulsion . . . and she searches with 
out knowing why. She just “feels” 
that way. 

FOURTH: Sincerity. From child 
hood the baby girl looks into the face 
of others to see if they mean what 
they're saying. This need does not 
always find an answer as woman 
grows older. In her early school days 
she suddenly finds a little Prince 
Charming who carries her school 
book . . . shares his ice cream cone 
and insists upon a seat at school right 
next to her own. Her world is rosy 
until she suddenly finds him responding 
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is Your Printing ona 


STARVATION DIET ; 


Are there too many weak, anemic copies? Are some of the 
halftones foggy? Do the solids fade out at the edges? It’s a common 
ailment . . . poor ink coverage . . . an inking system that can’t keep up 
with the demand. 

There's one sure cure .. .a Davidson Dual. Here's why. Because 
of the exclusive Davidson 2-cylinder principle, the ink rollers always have 
plenty of free time between impressions in which to get thoroughly 
re-inked. There's no danger of skimping. Result . . . exactly the right 
film of ink evenly distributed over the entire surface of the printing form 

. Not just now and then .. . but at each revolution of the cylinder. 

That means sharp, lively, easy-to-read type matter . . . rich, 
detailed halftones . . . full coverage of solids . . . the kind of printing you 
like. and should have. 
if you do printing you'll appreciate this. And, remember . . . the 
Davidson Dual is the only press that does offset printing, direct lithography, 
both printing and embossing in one operation, and all forms of letter- 
press printing . . . always the best method available for each job. No 
wonder the folks who know say . Davidson has the answer. 


Davidson 
i: 


VERSATILE PRESS 
Want more details? Write for 
factual reports from users of 
Davidson Duals . . . today. 


DAVIDSON CORPORATION 
A subsidiary of 
Mergenthaier Linotype Company 
Dept. 23, 29 Ryerson St., Brooklyn 5, N. Y. 
Representatives in over 60 principal cities. 
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formation fill in and mail the attached coupon. 


Avitto-typist 


AMERICAN AUTOMATIC TYPEWRITER CO. 


World's 


Largest 


Manufacturer of Pneumatic Typing Machines 


nn nn ener ae ae Ee eee 


AMERICAN AUTOMATIC TYPEWRITER COMPANY 
Dept. 211, 614 North Carpenter Street, Chicago 22, Illinois. 


Please check 
[] send me 
Typist 
area 


Aute 
services in ™ 


names of 
letter 


Name 
Company 
Address 
City 


Send me full information 
on how | can produce Auto- 
typist letters in own 
office 


my 


to his own masculine, elemental urge 
to prove his appeal by walking home 
with another little girl! And, so, as 
she grows older she finds situations 
do not change. She must wait until 
the right one comes along and he must 
mean what he says. There is always 
an inner fear on the part of a woman 
that “this time may be like the last 
one.” And woman's deepest inner 
sorrows are founded upon things that 
happen during their association with 
men. Ninety-nine women out of a 
hundred have an emotional scar, suf- 
fered because of insincerity. You need 
many of that number if your sales 
or advertising campaign is to be a suc 
cess. So above all, convince her of 
your sincerity. How? Believe in, and 
mean what you leave it un- 
said! Women have been given a keen 
sense of perception as a compensation 
for their peculiar position and they 
are quick to sense insincerity or a 
phony note. How can you know 
whether or not you are sounding sin 
cere? How honest and down-to-earth 
can you get in your campaign? Well— 
get there and yet keep your dignity. 
FIFTH: Prestige. You must never 
forget prestige when dealing with the 
feminine world. This you can under- 
stand for it’s akin to your own need 
for recognition and importance. That 
same feeling is most essential to the 
woman who spends much time in her 
home. Here she may have little con 
tact with the world at large and is 
often held down to mundane tasks. 
She begins to doubt her importance 
to anyone. She sometimes wonders if 
the children don’t think they could 
get along without her . . . does Joe 
find his secretary, or the waitress, 
more delightful and desirable than his 
wife at home who drudges all alone? 
She wants to feel she’s competition for 
the women Joe meets away from home. 
She wants to feel supreme in some 
thing. She'd like to Lord it over the 
next door neighbor (just a tiny bit) 
or the in-laws—or those Joneses with 
their brand She 
prestige in something so she will know 
she’s a success at this woman-business. 
How much will your products, mes 


say or 


new car. wants 


or services help develop this 


How much 


sages, 
importance ? 
can they be made to serve her in gain 
ing more attention and prominence? 

Well—there with a_ brief 
blue print of woman—your own .. . 
and the one you must understand as 
the customer of World, Inc. And here’s 
one last thought. The Creator made 
her that way. If you want to make 
this Strange creature your customer 
then—Use your head and appeal to 
her heart! 


feeling of 


you are 
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Taking 


The 
“Stuff” 
Out 

Of 

The 
Shirt 





Reporter's Note: You have ali heard about 
the unconventional “iet’s Have Better Mot- 
toes Association.’ This idea, originated by 
Fred Gymer of Cleveland, has been going 
along for a number of years. We wanted to 
get a case history of how one of the local 
firms has fared with the stunt . . . so here 
it is: The story of Adcraft Typesetting Serv- 
ice, Akron, Ohio. Hope you enjoy it. 





, 

“Better stop that direct mail you’re 
using. It’s undignified.” 

That’s a comment made every so 
often by directors of the Adcraft Type 
setting Service, Inc. of 211 S. Forge 
St. Akron 8, O. to Ted Rombach, 
president of the organization. So far 
no motion to discontinue has been 
passed because Ted’s stock answer is 
“Before you vote to quit our month 
ly mailings better take another look 
at our financial statement.” 

Fred Gymer of Cleveland, with his 
“Let’s Have Better Mottoes Associa 
tion” is responsible for whatever mild 
controversies exist at Adcraft. The 
story starts five years ago when he 
visited Ted and said “I picked your 
name at random from the telephone 
book. For the last three years I have 
been using a direct mail idea I creat 
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Ted Rombach, President of Akron’s Adcraft Typesetting Service, Inc., shows off some of 


his humorous motto mailings. Originated by Fred Gymer’s “Let's Have Better Mottoes Assn.”, 
the idea enjoys a year-round open season on would-be “stuff-shirts.” 


ed to feature my own services as an 
advertising consultant and _ creative 
man. The monthly mailings bring me 
spectacular results in the way of good 
will, getting on friendlier terms with 
prospects, adding new prospects, con 
serving personal sales call time, pro 
ducing inquiries and assignments. 
Now I’m convinced this direct mail 
will do the same good job for someone 
else. How would you like to act as 
a guinea pig?” 

In less than fifteen minutes, when 
the idea was explained to him and 
he saw evidence of what the campaign 
was doing, Ted Rombach decided to 
use it for his own business. 

Briefly, the motto association is a 
mythical organization, with Adcraft 
Typesetting customers and prospects 
made “members”. In an introductory 
letter on Adcraft stationery (and with 
Ted Rombach signing as “secretary” 
of the mottoes association) those on 
the mailing list were told they un 


doubtedly were tired of old, inspira- 
tional mottoes such as “Keep Smil- 
ing”, “This Is My Busy Day” and 
“Do It Now”. As members of the 
motto association they would receive 
a monthly, printed motto ridiculing 
hard work, success, ambition, efficien 
cy, ete. the kind of sentiment each 
member would display if he had a 
printing press in his office. 

Members were told the association 
had no dues, no committees, no meet 
ings and no assessments. The intro 
ductory letter went on to say each 
member would get a monthly letter 
telling what the association had donc 
during the month. Each member was 
invited to contribute mottoes of a 
cynical, sarcastic or humorous nature, 
with the understanding the winning 
motto would be printed and the con 
tributor made president of the motto 
association for one month. Inspiration 
al mottoes were not welcomed and a 
non-existent board of governors select 





ed the Monthly presidents 
were entitled to ride Joe, the associa 
tion’s parade horse in monthly proces 
sions of members. In reality, Joe is a 


figment of the imagination and no 


winner. 


parades are ever held. 

The introductory letter was follow 
ed by monthly letters and printed 6x4 
inch motto cards with the Adcraft im 
print. Letters go into detail 
about doings of the association and 
members who contribute mottoes are 
mentioned, usually with a lot of rib 
customers love 


great 


bing. Prospects and 


this personal publicity and there is 


never any reference to Adcraft’s busi- 
ness in the letters. 

The visit to Ted Rombach came at 
an opportune time five years ago. 

Here was an opportunity to use an 
out of the ordinary mail campaign and 
he needed something of a distinctive 
nature. His shop was two years old 
and not far removed from the one 
man (Ted) and errand boy force at 
the start. The going had been rough, 
with well-established, well-financed 
competitors having most of the Akron 
business on their books. Adcraft had 
found customers few and far between, 


i LIKE IT — FROM COVER TO COVER 


Never had a booklet read so 
fast and tell me so much! 





IT’S INTERESTING — ALL THE WAY 





I got more information in less time 
than ever before. 


| THINK IT’S 
PERFECTLY FASCINATING! 





Before I knew it I had read the 


whole book — and I learned a lot. 


THEY ALL AGREE IT’S 


EASY READING ... 


and interesting . . . because it 
takes them behind the scenes 
and shows them how U.S.E. 
makes sure they each get the 
quality feature each wants in 
an envelope. 


It’s FREE to you.. 


It will help you save time, save money 
and make the best impression in your 
mailings and packaging, because it tells 
a story that will convince anyone that 


there is 
more rea 


reater security, longer life and 
‘i economy in controlled quality 


envelopes, as made by U.S.E. Ask your 
envelope supplier for a free copy. 


UNITED STATES ENVELOPE COMPANY 
SPRINGFIELD 2, 


MASSACHUSETTS 


14 Divisions from Coast to Coast 


with the few men in the shop sitting 
around with spare time on their hands. 
But the payroll continued and month 
ly statements showed plenty of red 
ink. 

Ted Rombach was a believer in ad 
vertising; and direct mail was his 
best bet. But money for advertising 
was scarce. When he saw the motto 
mailings he realized this was an op 
portunity to go to town in a hurry 
with the expenditure of dimes instead 
of dollars. What he needed was im- 
mediate results — and there was no 
time for something as slow moving as 
the old, dull “We give good service, 
price and quality”. Being a realist 
Ted knew his competitors could use 
this same argument, and cash in quick 
er. 

Adcraft Typesetting monthly motto 
mailings registered from the very 
start. Recipients wondered where the 
“gimmick” was because there was no 
reference to typesetting in the letters. 
On the surface the campaign was just 
so much horse play and those on the 
mailing list never stopped to analyze 
the sales promotion feature. There is 
a lot of truth in that “horse play” 
statement because Joe, the motto as- 
sociation horse is one of the most pop 
ular features of the campaign. 

Back of every monthly mailing over 
the years (and Ted hasn't missed a 
month) is some sound, direct mail 
thinking. Those on his list talk about 
him and his mailings. The Adcraft 
letterhead and Rombach signature keep 
company and president in the minds 
of type buyers. Prospects and custom 
ers keep the motto cards under glass 
desk tops and on walls. New prospects 
write in to ask to go on the list. The 
Akron Advertising Club, newspapers 
and radio stations have featured Ad 
craft’s direct mail. Unlike the usual 
“your name here” syndicated adver 
tusing . . . the motto mailings are per 
sonalized to the point where each let 
ter mentions Akron men and loca 
tions. 

Ted Rombach’s direct mail is decid 
edly out-of-the-ordinary and unortho 
dox in many ways. Being of a slightly 
ribald nature someone takes offence 
now and then. However, over the 
years 99% think the mailings out- 
standing and the 1% who complain 
about lack of dignity are quietly 
dropped from the list. 

Five years ago Adcraft Typesetting 
was comparatively unknown in Akron. 
Today, he and his company are known 
throughout the advertising and gra 
phic arts world in Akron, and _busi- 
ness comes in by mail from surround- 
ing cities. Today, his older and larger 
competitors are casting a respectful 
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eye in his direction and beginning to 
imitate his sales promotion. Today 
thanks to direct mail, Adcraft is the 
largest exclusive type shop in Akron. 

No salesman, even with an organ- 
ization whose selling budget runs into 
large figures, can find the time to call 
upon every prospect once a month. 
Generally, the sales representative 
keeps a close eye on customers and 
visits the good prospects fairly regu- 
larly — with the so-so prospects neg- 
lected. At Adcraft Typesetting, every 
prospect is called upon once a month 
via direct mail. The basic theme of 
the motto mailings is friendliness and 
operates on the theory that with all 
legitimate competitors giving much 
the same service, price and quality, 
the order goes to the one on friend 
liest terms with the prospect. 

Time after time Ted Rombach and 
his sales force have called upon a 
prospect “cold”, to find they are in 
vited in instantly because the way has 
been paved by the informal and friend 
ly motto mailings. Usually the motto 
cards are on display in the prospect's 
office. 

Once he saw what his brainchild 
could do for Adcraft Typesetting, Fred 
Gymer copyrighted and trade-marked 
his idea. Today, some thirty organ 
izations in various cities and businesses 
are using it, with copyright limited 
to non-competing businesses and sales 
territories. He works closely with each 
organization to help them get maxi 
mum results. 

For instance, Adcraft’s growth has 
resulted in several new activities sup 
plemental to typesetting, one involving 
conventional typesetting in an unusual 
form. This is “Flexotype”, Adcraft 
photographs type or hand lettering to 
make it higher, wider, thicker, thin 
ner or in perspective. When installa 
tion of the process had been complet 
ed, Fred suggested the current month 
ly motto letter be reproduced in jum 
bo 17x22 inch size, and with each 
paragraph set in a different “Flexo 
type” face. Attached to this unsual 
letter was a card blaming Joe the 
parade horse for the cockeyed appear 
ance. Recipients were told Joe had 
been sniffing empty liquor bottles in 
an alley, then decided to play around 
with the “Flexotype” process. The 
jumbo letter attracted a lot of atten- 
tion and art type buyers in Akron are 
fully aware of the new Adcraft serv 
ice. 

Instead of Theodore T. Rombach, 
those who get his motto mailings each 
month call him “Ted”. “Ted” has 
broken down reserve. He is on friend 
lier terms with his prospects — and 
friendly prospects buy quicker. 
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(i ENVELABELS 


SPEED UP HANDLING 


OF PARCEL POST AND EXPRESS SHIPMENTS 











Just enclose invoice in ENVELABEL 
and seal flap .... . then stick 
ENVELABEL to carton. 


SAVE $30 PER M on POSTAGE 


Invoice goes postage free. 
No postage required on ENVELABEL. 


SAVE TIME 


No need to address either 
ENVELABEL or parcel. Name and 
address on invoice show 

through window and serve as 
address for both. 


Sead for Samples 


alll GaLMmhoLoloml len 


380 Capitol Ave. ‘000 University Ave. 2630 Payne Ave. 355 Marietta St.. N.\W. 3206 Polk Ave. 


HARTFORD, CONN. ST. PAUL, MINN. CLEVELAND, O. 


ATLANTA, GA. HOUSTON, TEX. 








“NEW” FELINS 
TYING MACHINE 


Felins All - Purpose 
Pak Tyer tying ma- 
chine will handle 
the tying problems 
in your office, fac 
tory, and mailroom 
faster and more ef 
ficiently than you 
believe possible 
Easy to operate. 
Ties any size or 
shape _ package, 
bundle, box, heavy 
or light, up to 6” 
high. Will use 
heavy or light 
twines and tapes 
Let Felins solve your tying problems 
Twe Models — Movable Stand 
(illustrated), Table Model. 


Send for prices and circulars 


FELINS "Nc.nacnine co. 


Milwaukee 16, Wis 


“ADAGE MAILERS” PAY! 


#) and e 

cents ench. Postal card size 

ADAGE MAILERS get slid 

under Cy To Ka | and 
you 

New! Effective! tna sour product every aay 

Lew Cest! of the year. 
PREE campics on4 prices ADAGE CO. HOWELL, BKK 


"i ig always 


been a losing proposition! 

The country’s most careful owners 
of mailing lists have found out long 
ago that the rental of their names 
to non-competitors can te done with 
complete security through us, en 
abling them to realize a very sub 
stantial extra profit. 

You don’t sell your list, and it 
need never leave your premises. You 
simply rent it to our highly respon 
sible clients on a royalty-for-each-us 
basis for as much as $15 per 1,000 
names. 

“List Idleness,” like idle machines, 
represents losses instead of profits. So 
if you have a list of 5,000 or more 
names, it will pay you to send th 
coupon for complete FREE details 


CHARTER MEMBER 
Nationa! Council of 
Mailing List Brokers 


WittA MADDERN, Inc. 


215 Fourth Ave., New York 3, N. Y. 


Without ony obligation, send us complete de- 
toils about the profits we con make from the 
rental of our mailing list to non-competitive 
users 
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BIASED, UNETHICAL REPORTING: 


Post Office Ruling to Flood 
Home Mailboxes With ‘Junk’ 


By Scripps-Howard Newspapers. 

WASHINGTON, Oct. 14.—Brace 
yourself for a big increase in the 
number of circulars in your mail 
each day. 

The Post Office Department 
has given a powerful assist jo 
direct mail advertising by elimi- 
nating the requirement that gucb 
dodgers sent through the mails 
had to bear a street address. 

Now, advertisers can turn them 
over to the post office 

kl] if desired, and the post 
office see to it that each 
householder or business in a 
county, city or neighborhood re- 
ceives one. 

Cuts Advertisers’ Cost. 

This spares advertisers the ex: 


pense Soeelilieeeeeenaettiteemt ned 





This was a considerable cost item 
even when the envelopes were 
addressed merely to the “occu- 
pant” of such and such address. 
For the Post Office Department 
there are also possibilities of sav- 
ings as a result of last month's 
order, officials there say. One 
would be lower handling costs for 
the present volume of circulars. 
In addition, officials are count- 


ing on a jarger volume of circy- 
lags, If volume goes up without 
an offsetting. increase in costs. 
then the net annual loss on third 
class mail—in theory, at least— 
should go down. 

3rd Class Loss a Burden. 


oe 
Office artment's chief ske 
(nT REE Clase Hall -Pae been 
‘Costing the government about 





twice as much to handle as it 
brought back in revenue. In the 
year ending last June, the govern- 


ment lost $154 million handling 
third class mail. 


ne unavoidable effect of elimi- 
nating excess motion is that the 
government has probably elimi- 
nated some firms engaged in 
door-to-door delivery of handbills. 
Unless a firm can undercut the 
government's price—14 cents a 
pound, or a cent and a half mini- 
mum for each item—the Post 
Office Department will get the 
business. ' 
Incidentally, the reaction of the 
individual mail recipient. is un- 
known. One Congressional com- 
mittee source ‘said rumblings 


in + “junk a already 
are evident from householders. 





We are reproducing here a clipping 
from the front page of the October 
l4th issue of the New York Woprld- 
Telegram & Sun. Read every word ot 
of it, if you haven't already seen it... 
and been burned up. We have under 
lined some of the phrases which our 
friend Hayakawa (Language in Ac 
tion) would call slanted reporting. 

Notice the skilled effort to make 
“direct mail” appear as yank mail, ci 
culars, dodgers, handbills. Notice the 
deliberate effort to play up the “de 
ficit” . over 
looking the fact that second class mail 
(a privilege enjoyed by the newspapers 
Post 


1952, 


trom third class mail 


attacking direct mail) created a 
Office deficit of $240,000,000 in 
and an estimated loss in 1953 of $232, 
000,000. A pretty big skeleton! The 
Post Office handled 6.85 billion pieces 
of second mail in 1952, 
which represented 13.7% of the total 
pieces of mail handled. Its weight was 
2.37 billion pounds or 20.6% of the 
total (compared with third class 705 
million pounds or 6.1% of total). 
Second class brought in $45.2 million 
in revenue. Only 2.3°% of total, while 
third class (direct mail) brought the 


class fiscal 
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Post Oftice 167 million dollars or 8.6% 
of total revenue. 

It just doesn’t make sense for the 
newspapers to fight direct mail. Such 
fights hurt all advertising. The Ad 
vertisirg Federation and the Bureau 
of Advertising of the Publishers As 
sociation should take steps to prevent 
outbreaks which were so_ prevalent 
back in the ‘20's. The newspapers 
should have learned that all the fight 
ing didn’t hurt direct mail a bit. It 
grew and grew and grew in spite of 
all attacks. 

The front page article in the World 
Telegram & Sun is typical of what's 
the country. We 
are getting clippings which indicate 
that local editors are being furnished 
with a hand tailored line of attack. 
The Peekskul (N.Y.) Evening Star, 
for example, ran a front-position edi 
torial on October 12th condemning the 
new simplified addressing system . . . 
Saying its result “will be to flood the 
mails with comparatively useless print 
ed matter”. The editor predicts that 
the new simplified addressing system 
householders by carrier 
be kicked just 


happening around 


(delivery to 


routes) will out soon 


as it was in 1935 (after the newspapers 
had exerted the same kind of pressure 
against Postmaster Farley). 

Other clippings show different an- 
gles of attack. One Scripps-Howard 
article hysterically deplored the loss 
suffered by the Post Office because of 
the sending of free sample packages 
by mail. The writer was slightly con 
fused because he figured those cereal, 
etc. packages at 1%¢ whereas odd size 
which would about 
wipe “losses”. An 
other that a group 
of country editors favored turning the 
Post Office “private enter 
prise’. Imagine a General Motors 
operating a set-up in which more than 
three the branch offices 
collected revenue than the pay- 
ments to employees (which is the 
situation in the Post Office where 
offices must be maintained as a public 
service ). 

We think it’s a shame to get into a 
dog fight again over the postal situa 
tion. One group fighting another. . . 
to gain some advantage on rates or 
fancied competition. 

The newspapers 


mailings cost 3¢ 
out his statistical 
release indicated 


over to 


quarters otf 
less 


kill direct 


can’t 


THE REPORTER OF DIRECT MAIL ADVERTISING 





mail anymore than they could kill . 
radio, television, outdoor or magazine | ey of a series 
advertising. 

The real truth is . . . some news 
paper people are afraid that the new | the reply-o-letter 


simplified addressing will hurt local 7 CENTRAL PARK WEST 
(at Columbus Circle) 


newspa venue. So what? Si i 

newspaper revenue. So- hat impli Telephone Circle 5-8118 
fied addressing won't flood the mail 

with junk. Simplified addressing won't J. J. Kent 

bh th 3 ti 1B ‘ 1234 River Rd. 

urt the big list houses or affect the liometown, U. S. A. 


big mailers. Simplified mailing will ena’ — — 

: - ’ : : eaning ma ng iists used to be a rty job. Not 
simply allow more local merchants to totay, Stace Meplee® Better really cleans & 116t 
use direct mail in their own area with a “*mailing-and-a~half !* 


without the expense and bother of The publishers of 
maintaining a mailing list. And if it METAL WORKING MAGAZINE 


helps the local merchants to prosper, eidianitn pm 
. : sii : x . sent Reply- etters to their ,000 readers list. 

the local newspeps rs will profit too. More than 50% replied. A follow-up to the balance 
Why don’t the wolves lay off... gave them a 79% clean list! 


and let the Post Office proceed calmly And 2,557 new, verified names in the bargain! 


and uninterruptedly with this —— Clean lists are important to good business. A list 
ment? Simplified addressing isn’t new. not cleaned for 2 years is usually 25% "off." If 
It has been used (and promoted by your list isn't clean, you're spending good money on 
p Office C . . reply dead-wood, antagonizing those newly appointed 
‘ost ttice) in anada tor many executives you want to impress, and permitting 
years. It has helped materially to keep card people to think you are inefficient! 
the Canadian Post Office system con OR ENVELOPE International Nickel, Electrical Equipment, 
tinually in the black. is LeTourneau, Esso and many other leaders use 
| odd fick » the offen f Reply-0 Letter to clean their lists. And other 
nstead of fighting the efforts oO wn PP direct mail jobs that ask for replies, too. 
the Post Office to get additional reve IN : 
é ; i We'll gladly send you samples and a copy of our 
nue at less cost . . . the publishers ee booklet, "IT WAS ANSWERS HE WANTED.* 
should endorse such moves. e letter Sincerely, 


If it can be ascertained that the The Kepoly- Olay 
Post Office can be pulled out of the 


red by: Phone nearest sales office — or write REPLY-O-LETTER 7 cenrrat park WEST, NEW YORK 23, N. Y 
(a) more efficient operation 




















(6) increased services at low cost 





basis 
(c) separation of Government and Price: $2.00 per copy 
merge p=" Cer THE FACTS! | 
then it may not be necessary to in ue 
crease the favorable, low cost rates SRE Ge tor 


enjoyed by all publishers. It might 
even be possible to decrease third class 


Now — “brush-up" with this modern, complete and fully 
: illustrated guide to correct photoengraving methods. 
rates and go back to the popular penny : 
yr gala por a 24 HOUR SERVICE 
post card. : : 108 pages—Lavishly il'ustrated in black and white, and color 


This present flurry against direct 

mail is downright silly . . . and be- HORAN ENGRAVING COMPANY, INC. 

» dic . = 44 WEST 28th STREET, NEW YORK 1, N. Y. 

neath the dignity of the great tree Yel, Bij 9-8585 ° Branch Office: MArket 23-4171 

press. It's about time for the Bureau nd . 7 Please send me (prepaid) copies of your 108 page revised 
’ 1<} : > y sn > A jon't forget Horan's book, "The Art and Technique of Photo-Engraving. 

of Advertising of the New spaper Pub : ao deck” ee Rg dag nage bah 

lishers to urge their members to “grow service whether your . . 

°° oF . , problem is 

up”. The silliest part of the whole atads eel atten. 


situation is that the publishers them bendy or color process. 


- 


selves represent one of the largest 
: ed 


group users of direct mail . . . for sub G U M M E D _ A B E LS 


scription and advertising promotion. 
33 on a sheet, 16,500 in a ream 


One last point: Don’t the news 

papers realize that in labelling direct 

mail (the second largest advertising 

medium) as junk, they are running 20 reams $2.75 per ream 
10 reams 3.00 per ream 
5 reams 3.25 per ream 
2 reams 3.50 per ream 


the risk of discrediting all advertis 
ing . . . the space they carry, com 

One Time Carbon — $4.10 per Thousand 
Size 84%x11 


mercials, all advertising promotion? 
Free Truck Delivery in Manhattan and Brooklyn 


Direct mail has grown because most 
of it was not junk. Newspapers, maga 
zines, radio, television, etc. have grown 
e . . 
m. victor, addressing service 
130 Flatbush Avenue STerling 9-8003 Brooklyn 17, New York 
PUCREURCEUOGCHGUGGUUCEGERCUEORUEECUEEEOEEOROERORCLECRCEGORCUDERORCUEUCOUGERURORGERCRCECERCECEECORE REESE EEE 











because most advertising tries to do 
an intelligent selling job. Each medium 
has its place. Each in its place is best. 


Me 


al 
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Although Tube Turns, Inc., of Louisville, Ky. is restricted on in- 


quiry solicitation . . . they've developed a solid campaign to es- 


tablish brand name recognition. A campaign which proves — 


THE POWER OF 
THE FOLLOW-UP 


By Dudley Lufkin 
Field Editor 


There's no getting away from it— 
this business of running a business is 
a complicated thing. 

You've probably found that out— 
the hard way. But just in case you 
haven't—take a peek over the shoulder 
of Mr. Small Merchant as he sits 
alone at the kitchen table chewing 
the end of a pencil and laboring over 
his troubled ledger book . . . or eaves 
drop into the palatial atmosphere of 
mahogany desks as Mr. Chairman-of 
the-Board delivers his corporate re- 
port. Just as sure as the Post Office is 
in the red . . . such a look-see is 
bound to uncover problems. Problems 
which exist on any business level, mak 
ing it complicated and complex. 

Take, for instance, the manufacture 
of welding fittings and flanges for pip 
ing systems. You need no M.LT. de 
gree hanging on your wall to realize 
technical 
business must be. Sounds complicated 

and is. Ground rules are tough. 
Manufacture of all fittings and flanges 
is controlled by rigid codes and spec 
ifications laid on the line by govern 
ing bodies such as A.S.A., A.S.T.N., 
A.S.M.E., etc. Stiff restrictions are 
slapped on almost every phase—chem 
ical and metalurgical properties, di 
mensions, product design 
and manufacturing techniques. 

The direct mail manager of such 
an operation has a tough nut to crack. 
Contronted with restrictions that form 
an “Iron and Alloy Curtain’, little 
is left for him with which to solicit 
inquiries. 

And these 
facturing techniques are only half of 
the red tape picture. On the other side 
of the counter, the customer and user- 
the piping engineer—is often stumped 
with countless piping production prob 


how complicated such a 


tolerances, 


restrictions on manu 


lems. 


With this situation in mind, Tube 
Turns, Inc., welding fitting and flange 
manufacturers (224 East Broadway, 
Louisville 1, Kentucky), built a solid 
marketing aid program by unsnarling 
pipes for problem-stricken engineers. 


This was accomplished through the 
development and dissemination of 
authoritative, technical bulletins, pro- 
viding the answer to virtually every 
complex piping problem the engineers 
might have. The un-ending parade of 
informative literature covers everything 
from designing gas turbine (involving 
hours of articulate research, to Scale 
Free couplings (hydraulic informa 
tion). 


CASE HISTORY 
OF A 1953 


AWARD WINN- 
ING CAMPAIGN 


Survey Shows It’s Not 
All Up To The ‘P. A.’ 


A survey to Tube Turns’ engineer 
ing mailing lists (as well as trade 
paper circulation lists) revealed that 
91.2% of the engineers specify size, 
type, material, and brand name 
while only 8.8% make the actual pur- 
chase of welding fittings and flanges. 


Through the survey, Tube Turns 
realized the necessity of promoting 
brand name recognition among the 
important men behind the purchasing 
agent or buyer. They realized that 
their messages had to establish brand 
name recognition with not only the 


P.A., but also with the men who de- 
sign piping systems, engineer their 
construction .. . the men who specify 
size, type material and brand name. 


Campaign Is A Sweet Nut-Cracker 


That “tough nut to crack” we men- 
tioned a few paragraphs ago has been 
cracked—tight down the middle—by 
Everett A. Andes, Tube Turns’ young 
and aggressive direct mail manager. 
Hampered as he may be by restric 
tions in his initial inquiry solicitation 

. . his follow-up campaign of daily 
mailings has bolstered Tube Turns’ 
brand name recognition to fantastic 
proportions. So effective is the follow- 
up operation that during a single six- 
month period of daily mailings to 2310 
important inquiries . . . Tube Turns 
increased their direct mail contact 
157%. More important, their distribu- 
tion of authoritative bulletins increased 
a staggering 241%! If that’s not enough 
“nut cracking”, let's add that the cam- 
paign’s total cost was only $1604! 


‘How To Win An Award’ 


Everett not only produced a hit 
show . . . but presented a superlative 
review of it as well. We're speaking, 
of course, about Tube Turns’ pre- 
sentation portfolio of the campaign 
which copped this year’s DMAA “Best 
of Industry” award in the Metal and 
Alloy Fabricators field. It was con 
ceived and produced by Everett. In 
case you missed it on display at the 
Detroit convention we'll describe 
it briefly here: 

It was a beautiful job of complete 
ness . . . simply presented. Fit the 
advice given in “How To Win or 
Lose An Award” in last month’s Re- 
porter to a “T”. Everett typed ail the 
details of the campaign: Objective, 
Introduction, Number and Type of 
Inquiries, Record of Effectiveness, etc. 
. . . then had the copy blown up and 
reversed. These photostats ran through- 
out the portfolio on left hand pages— 
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This is a sample of typewriter type produced with a 


Remington Carbon Ribbon Electric. 


Notice the sharp, 


clean cut, distinctive printwork -- it actually rivals 


expensive, machine-set typography. 
Paeeee OSEREEEEE. BURERCEL. BeURRCCn  Wieverren) vreirery veri rrrr eres rir 


Stirrriirini 


this IDEA from Remington Rand... gives 


typewriter type an expensive, machine-set look! 


Let’s say you need rush “repros” for a job they wanted 
yesterday. No time for type, and besides, the budget won’t 
stand it. With a Remington Carbon Ribbon Electric Type- 
writer in the office the problem’s licked. This remarkable 
machine gives you sharp, clean-cut typewriter composi- 
tion just as fast as your girl can type . . . and that’s really 
fast on a high-speed Remington Electric! 

This is no ordinary typewriter type, either. Smart letter- 
shop operators tell us that printwork from a Remington 
Carbon Electric is so distinctive, so consistently uniform 
that it actually rivals expensive, machine-set type. That’s 
because electricity automatically produces evenness of 
impression, plus the fact that every character types on 
brand new, clean carbon paper ribbon. 

With your secretary doubling as expert compositor, you 


Flemington Flan. 


PROFIT-BUILDING IDEAS FOR BUSINESS 


can turn out premium-quality direct-mail letters, catalog 
pages, directories, flyers, price lists, etc.—all at a frac- 
tion of the present cost. If you’re your own boss—clients 
appreciate the savings you pass on. If you’re working for 
wages—your department head is sure to nod approval. 

And there's more to the savings story. When “Repro” 
work is finished, the high-speed Remington Electric runs 
through routine typing in no time. Pleased customers 
write they have increased lines typed per day by .. . 
20% ... 30% ... even a whopping 50%. 

The Carbon Ribbon Electric is only one of the profit- 
building ideas your Remington Rand man can offer. He 
can show you “ready-to-expose and run” Presensitized 
Plastiplates, Procel Stencils, Nylex Ribbons and other 
money-savers. Call your nearest Remington Rand office. 


PROOF — that Remington ‘Cleeltin Typing 


doesn’t cost—it pays! For free copy of Carbon 
Ribbon Folder (RE8552) and Electric Typing Divi- 
dend Book (RE8612), write: Remington Rand, Room 
1418, New York 10. For free 30-day trial in your 
office, contact your local Remington Rand office. 





Bunn Machine 
ADJUSTS 


AUTOMATICALLY 


to tying different 
mailing packages 


With a Bunn Package Tying Ma 


chine, you can tie letters, parcel 
post, magazines, catalogs, etc., one 
right after The 


g machine 
adjusts itself automatically 


another! 
to each 
l le Sec 


package. And it takes only 


onds to wrap and tie each one! 
Machine precise wrapping and knot 
ting saves thousands of feet of twine 
per year. With 5 minutes’ training, 
anyone can operate. Send 


TODAY for full details. 


coupon 


ie orapnal 
Duh gt ye Miiachtie 
ESTABLISHED 1807 


B. H. Bunn Co., Dept. K-11 
7605 Vincennes Ave., Chicago 20, Ill. 


B. H. BUNN CO., 
Dept. R-11 
7605 Vincennes Ave., Chicago 20, Ill. 


Please rush me Booklet 200 describing 
how Bunn machines cut costs, save twine. 
lick labor turnover. 

NAME 

COMPANY 

AoDoRESS 


city ZONE STATE 
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with actual samples on the right. The 
result was a thorough, graphic story 
' easy to grasp, even though the 
story itself is complex and involves a 
lot. The large white-against-black type- 
writer type gave the complete details 

without being over-dressed in 
design. 


Licking A Time Problem 


The complete details revealed how 
the inquiry follow-up system accom- 
“Tube Turns” brand name 
The system has many 


plished 
recognition. 
aspects. 

Once a new contact is established 
(through colorful trade paper inserts 
stressing TT technical bulletins, edi 
torial reviews of bulletins, etc.) he’s 
given a prompt follow-up to keep his 
interest alive. Inquiries indicating an 
immediate “rush” need get the per 
sonal call treatment from the nearest 
TT distributor sales representative. 
But here’s another problem. 

There's a considerable length of time 
between designing piping components 
and the actual time of the final pur 
chase. A personal call is postponed 
on an inquiry which asks only for de 
sign data. Instead, the inquiry gets a 
with the original 
literature requested and a leaf 
let along with it which describes addi 
available. And, of 
course, a reply card so he can get 
it easily. At monthly intervals, the 
initial inquiry is sent one, two, or pos 
three follow-up letters offering 
literature. 


transmittal letter 


tional literature 


sibly 
other related groups of 


45°; From Other Direct Mail 

During the six month period used 
in the campaign DMAA entry, Tube 
Turns received 7,776 inquiries of all 
types. Consistent with their monthly 
average. Here's a breakdown of their 
sources: 


’) from trade paper advertis 

ing 

3%) from editorial reviews and 

listings. 

25%) from direct requests — not 
traceable 

851 (11%) from company and dis- 
tribution personnel 

3550 (45%) from other direct mail 


campaigns 


This 7,776 total underwent a care 
ful screening. Tube Turns was 
interested in new names only. Weeded 
out of the total were people already 
on the mailing list; people to whom 
literature had already been sent (at 
request of distributor or company sales 
representatives); and people whose 


24 


title, company or industry were con- 
sidered relatively unimportant as a 
sales potential. 


A List Analysis 


An analysis of the remaining 2310 
(30%) inquiries determined to what 
extent each would be followed-up via 
direct mail. The analysis was based on 
the individual title, his company’s 
business, and type of literature re 
quested. 


A typical inquiry for a copy of 
Tube Turns’ Catalog and Engineering 
Book No. 211 is found to be from a 
person not on the original mailing 
list. His inquiry is not traceable as 
having come from either trade press 
space advertising or editorial source. 
Further checking shows that several 
of his associates are on TT’s mailing 
list . . . so, presumably he was 
prompted to write for a catalog after 
seeing one belonging to someone in 
his company. Even further checking 


in the analysis uncovers these facts: 


(a) It’s from an important person in an 
important company which definitely 
uses welding fittings and flanges. 
Having specified a need for the 
No. 221 book, he'd undoubtedly 


welcome other catalog data 
Material is for Project Engineer 
engineering data 
would also be of value 


so research and 


orrosion 
resistance piping 
systems. He'd find use for TT's al 


His company is faced with « 
problems in their 


lovs data 


In addition to offering this other 
catalog data by an enclosure with the 
originally requested material . . . the 
inquiry is then followed-up a month 
later with an offer of Engineering 
Data, a month after that with an 
offer of Research Data, and finally, 
an offer of Alloys Data on the third 
month. 


The original inquiry is then sent 
to the district sales office for personal 
contact by them. 


An Honest “Form Letter” Approach 


2300 inquiries were sent transmittal 
letters with enclosed leaflets and reply 
cards offering additional literature in 
the same category as the original re 
quest. Robotyper form letters are used 
on catalog inquiries to permit manual 
typing by distributors in local vicinities. 
Multigraphed form letters are used on 
less important inquiries. 


The Tube Turns form letters have a 
sincere, honest approach. Calling a 
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spade a spade, they begin with a prom 
inent heading: “dn important form 
letter to.” 

Honesty about mass reproduction of 
the letters pays off. The first monthly 
follow-up to 1704 inquiries drew 701 
requests for literature; the second 
month’s coverage of 424 inquiries 
pulled 138 requests; and the third to 
108 inquiries still brought in 35 re 
plies asking for more bulletins. 


Eight Impacts 


Every follow-up adds extra mileage 
to the campaign’s effectiveness in pro- 
moting brand name recognition. “Tube 
Turns” stays in the prospect’s mind. 
Each motion is a brand name impact: 

1. When the prospect is first drawn to 

“Tube Turns” and makes his initial 
request for literature. 

When transmittal letter is received. 
When literature is received under 
separate cover. 

When reply card for additional litera- 
ture (received with initial literature) 
is filled in and mailed. 

When additional literature is received. 
When follow-up mailings are re- 
ceived. 

When follow-up reply cards for ad- 
ditional literature (received with fol- 
low-up mailings) are filled in and 


mailed. 


Description of 

Literature 

Catalog & Engineering Data Book 
Large Diameter Flange Catalog 
Groove-Type Welding Ring Folder 
Part Number Wall Chart 
Scale-Free Welding Coupling Folder 
Piping Engineering Series 

Fatigue Tests on Welding Elbows 
Fatigue Tests on Flanged Assemblies 
Research on Cyclic Life 

Allowable Working Pressures * 
Design Properties of Pipe * 
Dimensional Data and Weights * 
Fabricated Elbows & Returns 
Velocity & Pressure Drop Calculator 
Aluminum Fittings & Flange Folder 
Stainless Steel Catalog . 
Stainless Steel Piping 

Special Alloys Folder 

| Pipe & Fitting Materials * 

Chemical Process Piping Booklet 





Totals: 


8. When follow-up literature is received, 

etc. 

The most powerful influences 
toward brand name recognition result 
in repeated use of requested reference 
literature. Through the follow-up sys 
tem, Tube Turns literature finds a 
permanent place in the files of engin 
purchasing agents, 
Distribution 


eers, draftsmen, 
operating personnel, etc. 
and circulation of bulletins is mainly 
attributed to the follow-up mailings. 

Only 14 original requests came in 
for TT’s Scale-Free Coupling tolder. 
But 269 asked for it on follow-up mail- 
ings. Of the original 2310 inquiries 
received, a lone | requested the Chem- 
ical Process Piping Booklet. Through 
follow-ups, this solo request was par 
layed to 169 requests for it. 


The Follow-Up Record 


The same record existed on all Tube 
Turns literature offerings. Here's the 
run-down of actual results achieved . . . 
showing the increase in circulation 
beyond the original inquiry. All ac- 
complished by Tube Turns’ follow- 


up system: 


Initial Inquiry Follow-Up Total 


Requests Requests Distribution 


899 249 1148 
16 409 425 
: 319 322 
1] 299 310 
269 283 

167 498 

122 125 

131 134 

195 200 

918 1020 

1002 1222 


“se 


830 1087 

75 730 

1090 1326 

162 171 

230 239 

206 218 

196 210 

196 336 

l 169 170 


2310 7864 


10,174 


(*) Denotes literature offered in advertising. 


The total not only 
241% increase in distribution of Tube 


represents a 


Turns’ literature . . . but also estab 
lishes a powerful 157% increase in 
direct mail contact. All literature 
reached the hands of the men who 
specify brand name. All literature got 
the “Tube Turns” message across—be 
cause it was requested by important 
men... the men who “specify.” 


Along with Everett A. Andes who 
planned, produced and directed the 
campaign, credit also goes to Louis 
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Coyne, Greenup Building, Louisville, 
Ky. for artwork; Art Crafts Engraving 
Co., Cincinnati, Ohio, for engravings; 
Southern Press, Louisville, printing; 
and Ditto-Hayes, Louisville, letter 
service. 

Yes, the manufacture of welding 
fittings and flanges is complicated . . . 
but Everett A. Andes’ prize-winning 
campaign is a living example of how 
complications can be circumvented. 
It's a continuing program—still in 
operation— that is proving more than 
ever the power of the follow-up. 


MORE GARDEN CITY 
CUSTOMERS DRIVE 


CADILLACS 
(than one-horse shays) 


A recent survey, which we 
haven't bothered to make, reveals 
that eleven out of ten Garden 
City customers are astute 
businessmen. They're well-versed 
in the fundamentals of operating 
a successful business. For 
example, when planning a 
direct-mailing, they specify 
Garden City Envelopes. This 
automatically assures them of top 
quality, unbeatable service, and 
lowest prices . . . all elements 
necessary to profitable results. 
Naturally—men displaying such 
perspicacious sagacity are just 
bound to be successful. And 
successful men are a darned-sight 
more likely to drive Cadillacs than 
one-horse shays. Right? 


WANNA DRIVE A CADILLAC, TOOT 


Maybe a series of successful 
direct-mailings is all you need. 
We can furnish helpful ideas, 
helpful service—and the best 
envelopes you can get for the 
money. Give us a ring— 
Cornelia 7-3600—and start 
thinking about your Cadillac. 


MERCHANDISE 
AIR MAIL 
CATALOG STYLE 

e POSTAGE SAVER 

e PACKING LIST 

e OFFICE SYSTEMS 

e BANK STYLES 

e EVERY OTHER STYLE 





PHONE OR WRITE 


Roen Ciry Exnvesore Co. 
3001A NORTH ROCKWELL STREET 
CHICAGO 18, ILLINOIS 
Phone COrnelia 7-3600 





Clear Thinking - - 


THE KEY TO BETTER 
BUSINESS WRITING 


By Norman G. Shidle 


Society of Automotive Engineers 





Reporter's Note: We like the talk delivered 
at last annual convention of the American 
Business Writing Association by Norman G. 
Shidle, secretary of the Society of Automotive 
Engineers. |t was reproduced in May 1953 
issue of ABWA Bulletin and deserves 
more widespread distribution. Mr. Shidle 
hits the nail on its well-known head. Training 
for better letters is a problem of educating 
people to think rather than exercises in writ- 
ing. Incidentally if you have never read 
the ABWA Bulletins, you should. Packed with 
helpful information on letter writing train- 
ing. Membership in ABWA costs only $3 per 
year (too little). For details, write C. R. An- 
derson, secretary and editor (101 David Kin- 
ley Hall, University of Illinois, Urbana, Iili- 


nois). 





Producing better business writers 


really means producing better busi 
ness thinkers. It’s the people, not the 
techniques, that are the major prob 
lem today in getting the better writing 
that business needs. 

And business executives are the first 
faced. They've 
got to teel the prac 
tical value of better writing in busi 
ness. Otherwise we will never get a 
real chance to produce the thought 
borr kind of business writing that is 
Uhe executive's employees and 


problem peopl to be 
not just admit 


needed. 
future employees (your students ) are 
the other problem people. We must get 
them to see the practical value of better 
business writing and teach them hou 
to write better. 

Both of these groups of people are 
part of the same problem. Some are 
adults, youths. Both require 
education. But there is an even closer 


some 
relationship. Successtul education of 
one group will help solve the prob 
lem of educating the other group and 
vice versa. 

Take, for example, th 
whose general manager actively abhors 


organization 


putting his mind to work on the de 
tails of anything. He's full of ideas 

and good ones—but hates to stay with 
a single problem long. He hasn't done 
anything resembling personal library 
research since he got his AB at Upaupa 


U. back in 1917, That general man 


ager wants people who will do the 
hard, analytical thinking for him. Then 
he wants to know what they found 
out. He isn’t just interested in saving 
time for himself, although that’s what 
he may say and think. He’s interested 
in saving work for himself, and think 
ing is the hardest work there is for 
him and tor most of us. 

Then let's think of some very dif 
ferent kinds of executives. We've all 
had experience with the ones who 
want to double check every conclusion 
given them. They need people to 
think things out and summarize. There 
just arent enough hours to permit 
following through everything they'd 
like to follow through. Then there are 
those who are so poor at clear expres 
sion of thought that they fear to de 
mand it of subordinates, yet are dou 
bly appreciative when they get it. 

Think of any kind of executive you 
wish, and you'll find some reason why 
he likes subordinates who think clearly, 
who get things straight. A few exe 
cutives have figured out that’s what 
they want. But they all want just 
that, consciously or otherwise. This 
almost universal executive desire is 
our most important link to the sec 
ond part of the better writing prob 
lem—teaching current and future em 
ployees to write more clearly. Many 
executives know they want clear think 
ers. Few know they want clear writ 
ers. Few have stopped to realize that 
clear writing is the product of clear 
thinking, that writing is not only a 
tool for the expression of thinking, 
but actually a reflection of thinking. 

Associated with me for a number 
of years has been a fine engineer whose 
work has involved much writing. His 
close associates say he is one of 
the clearest, most incisive thinkers 
they have ever met. But his writing 
also is always well organized, crystal 
clear. He hasn't studied any books 
(least of all mine); he hasn't taken 


any writing courses. The fact that he 
uses few words and short sentences is 
but one of his minor writing virtues. He 


writes clearly because he knows be 
fore he writes what he wants to tell 
his particular readers. So he starts by 
telling them the main idea he wants 
to get across. Then the rest of his 
thoughts flow logically, almost inevi 
tably into understandable order. Now 
this particular man didn’t have to 
learn to write clearly, because he was 
born with an ability to think clearly. 
Most of us have to start the other 
way around. We have to learn to 
think clearly. 

The better 
needs and wants can 
trying to teach 
write short sentences, use familiar 
overpacked 


writing that business 
never be pro 
duced by people to 
words, and get rid of 
structures, Those things are of vital 
importance, of course. I don’t mean 
to belittle their importance. They are 
the sine qua non of better business 
writing. But alone they aren't enough. 
That's the point I want to stress. The 
better writing that business wants is 
tightly bound up with the facts and 
ideas it is trying to express. The finest 
wordsmith can come to stupid con 
clusions. 

So, there is just one really 
cord of between this better 
writing that business needs and the 
attempt to teach such writing to young 
or old. That cord is teaching how to 
think, or more specifically teaching 
how to use writing to express the re 
sults of thinking. In the long run, 
that’s what dusiness writing really is 
business 


tough 
liaison 


-the expressed results of 
thinking. One end of this cord ties at 
the executive end, where the boss likes 
people who think straight and get 
things straight; and the other end 
ties into the college education. Take 
a student who is aiming at a business 
or professional career. He is likely to 
get more kick out of solving a prob 
lem than out of putting words on pa 
per. The best way to teach him how 
to write is to teach him how to use 
writing. 

In getting people to think clearly 
before writing, the role of the edu 
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GET STARTLING RESULTS AT AMAZING LOW COST 
WITH CARR’S COLORFUL JUMBO FLASH CARDS! 


(35 sq. in.) mailing cards are tional campaigns, salesmen’s advance cards, dealer 
pre-printed in large quantities to give you 4-color effect mailings. ete. 
at low cost. They are ready for imprinting your message 


) 


by letterpress, offset, multigraph or mimeograph. The They mail for l4o¢ third class with permit 2¢ with- 


140 pound index stock will take halftones. out permit. Additional copy space on address side. Bril- 


Jumbo Flash Cards are effectively used for sale an- liant color makes them standouts in anybody's mail. Get 


nouncements, special events, meeting notices, institu- a sample set of Jumbo Flash Cards FREE! 


Ea SE eee eee eee eee eee 
THE CARR ORGANIZATION 
1319 North Third Street 
Milwaukee 12. Wisconsin 
Yes! Please rush me a free sample kit of your brilliant 
color Jumbo Flash Cards and prices. 


Name Title 


Special Discount 
Granted To: 
Advertising Agencies 
Letter Shops 


and 
Company 


Type of Business 
Street Address 


City Zone State 
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COUNSEL 
RESEARCH 
PLANNING 
ART 

CcoPY 
PRINTING 
LISTS 


MAILING 


. fact is, every- 
thing needed for a 
complete and suc- 
cessful sales pro- 
motion and direct-mail 
advertising compaign 
is created and pro- 
duced under one 
roof .. one 
responsibility 
Creative and produc- 
tion know-how 
seasoned by 35 years 
of experience. An 
organization of 

112 persons 


Complete direct mak sence 
THE FOLKS on GOSPEL HILL 


a division of 
THE JAY H. MAISH COMPANY 
Advertising Agency 


MARION . OHIO 


cator in college or industry must far 
outweigh that of the critic and the 
rewriter if measurable progress is to 
be made. The educator can best play 
this major role by emphasizing odjec- 
tives in his teaching, spotting sentence 
and word skills simply as tools with 
which to fashion clear communica 
tions. 


Objectives, aims — general and spe 
cific the common denominators 
between the teacher of writing and 
the everyday user of writing. Most 
business men think of “writers” as a 
race apart, of writing as a very spe 
cial gift or talent like the talent for 
engineering or salesmanship or paint 
ing. It’s hard for them to think of 
as a business man or ot a 
business man as a writer. It is much 
easier for them to think of learning 
how to make a sale, how to get ac 
tion from a committee, how to make 
the boss understand and be interested 
in their problems. They can see the 
sense in thinking out a business prob 
lem before attacking it, even if think- 
work. 


- are 


a “writer” 


ings is 


So, I'd that teaching of 
business writing be done in terms of 
meeting business situations, that the 
first step in every writing job be to 
think the thing through and make 
sure you know what you want to say. 
Never try to teach a business man (or a 
future business man) to write words 
or sentences. Teach him rather how 
to use words and sentences to get his 
ideas into the minds of others. Thus, 
you will essentially be teaching the 
student how to think clearly. And you 
will have accomplished the more dif- 
ficult half of teaching him how to 
write. What's more, you will be teach 
ing what business understands well 
enough to know that it needs. Busi 
ness knows it needs clear thinking; it 
know it needs clear writing. 


suggest 


doesn't 


So, | suggest again that the start of 
teaching a student how to write is to 
teach him to think of writing as a 
means to an end. There is a very 
specific and practical way to apply this 
theory. It starts with the fairly ob- 
vious concept that all business writing 
(1) is directed to some person or peo 
ple and (2) has a specific objective. 
So, the start of any writing project 
logically is to define the audience and 
define the objective. (And that’s the 
logical starting point for thinking out 
a solution to any problem, too, isn’t 
it?) 

Then the next step, it seems to me, 
is to focus the particular idea or set 
of facts in terms of the objective. State 


clearly and specifically what you most 
want the reader to take in. If the 
writer is perfectly clear on this point, 
he will find it easy to stick to his 
knitting throughout his piece of writ- 
ing. Extraneous material will flaunt 
its extraneousness. Tangential ideas 
will flash their own detour signs. The 
course of the piece will almost out- 
line itself and keep moving. (Just the 
way to continue thinking effectively 
about how to solve a problem, too!) 


Finally, the problem solver gets 
through thinking the thing out and 
is ready to use the tools of expression 
— words, sentences, punctuation, lay 
out. He gets to the place where most 
writing courses begin. He’s ready to 
write. But having gone through this 
process of applied thinking, he is ready 
to do a piece of business writing. He 
is ready to convey ideas or facts from 
his mind to another's. He is ready to 
do an effective job of influencing, ex 
plaining, or describing. He has taken 
another hitch in the liaison cord that 
him and him to a 


ties a business to 


business. 


Obviously this suggested process 
means that exercises shall be problems 
in thinking rather than problems in 
writing. All exercise assignments will 
involve definition by the teacher of (1) 
the audience and (2) the aim of the 
piece of writing. Now I know from 
reading your ABWA Bulletin that 
many members of this Association 
have been thinking and acting in this 
very direction. Many of you have 
been exchanging experiences and re 
sults of trial runs on just this sort 
of teaching. And I gather from what 
I read that those who have tried this 
approach are believing in it more ‘and 
more as they apply it more and more. 

Those experiences which you experi 
enced teachers are recording interest 
me very much. They make me feel 
my theories might possibly be sound. 
They confirm my conviction that busi 
ness writing must be sold and taught 
as a tool of business thinking. They 
encourage me to conclude without 
too much qualification that only by 
that method can the adult business 
man be the value of business 
writing to his business — and only by 
that method can the student learn 
how to use business writing when he 
gets into the industrial or profession 
al world. 

People are truly the major prob 
lem in getting the better writing that 
business needs. And the problem with 
people is to teach them Aow to think 
and to apply their thinking. “Clear 
writing inevitably follows clear think 
ing.” 


sold 
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How To Get 
The Right Start 


In Direct Advertising 


By Harrie A. Bell 


Section X: 


WHERE ARE THE PEOPLE 
WE WANT TO REACH? 


(Part Two) 


From every angle it becomes clear, 
therefore, that your own customers are 
important people to select as your first 
list of prospects for business, because— 


They know your firm and its re 
sponsibility. 

They have used your goods and 
know its quality. 

They hardly ever buy a line exclus- 
ively from you—you may sell them 
“more of the same.” 

They frequently do not purchase all 
the lines you produce—you may 
broaden their purchases. 

They change managers from time 
to time. 

They bring a new generation into 
power. 

They are constantly bombarded with 
the sales arguments of your com 
petitors. 


Present Prospects 


Most business firms have collected, 
from one source or another, lists of 
people who ought to be buying their 
product or service, but have not yet 
done so. Where there are salesmen 
who make calls “on the trade” there 
are naturally such listings available. 
Where there are no outside salesmen 
at work, such lists of prospects may 
have accumulated in the office from 
the names of people who have made 
inquiry by mail, by telephone, or over 
the counter. 

The point to be made here is that, 
as a general rule, prospects who have 
been once contacted in some manner 
are, as a class, good prospects for fur 
ther cultivation. They know some 
thing about you and what you sell. 
Sales resistance may have been par 
tially broken down. The chances are 
they use your kind of goods. Put them 
on your list. 

Furthermore, if no arrangements 
have been made to accumulate such 
a list of those who inquired but didn’t 
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buy, see to it that a means is provided, 
from now on, for getting such people 
on your prospect list. 


New Prospects 


New names call for extremely care- 
ful analysis. To begin with, the sources 
from which you will select new names 
for your mail list will vary widely, de 
pending upon the product or the serv 
ice you are selling. 

Almost invariably the first thought 
is “the telephone directory.” Fortun 
ately, for many an advertiser, the tele 
phone book is a rich source for new 
names. The names are authentic and 
complete as to first names or initials; 
the addresses are correct and usually 
adequate; and of special importance, 
the telephone listings are usually 
checked and corrected to within the 
past six months. 

But, as a rule, you cannot use the 
general listings successfully because the 
names are listed merely in alphabetical 
order, with no clue as to who would 
be a good prospect for you and who 
would not. 

In many localities, however, there is 
a classified section. The architects, the 
dentists, the doctors, the plumbers, the 
drug stores, the furniture stores —a 
wide variety of types and classifications 
of people and of firms are set apart for 
you. If you ere selling a product which 
is of service to garages, for example, 
you can find a sizable list, of garages 
in your classified telephone directory. 

But even the classified telephone di 
rectory has its limitations. The pub 
lisher of a book on “How to Play Bet 
ter Golf” would scarcely hope to find 
any classification of “golfers” in this 
worthy source. So he has to use his 
imagination. Where can a list of golf 
players be secured? The obvious an 
swer, and a difficult list to get hold of, 
is “the membership lists of the golf 
clubs in the area”. 

Manufacturers in certain industries 
have natural outlets which are easy to 
determine. The maker of equipment 
which is used by physicians and hos 
pitals, for instance, has only to “lift” 
his names almost bodily from the clas- 
sified telephone directory in each of 
the cities where he wishes to promote 
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are your 
methods 


“present 


lf your office is still using 
a “stagecoach” method of 
addressing duplicate and 
monthly mailings, it’s high 
time you changed to Dupli- 
stickers. Duplistickers per- 
mit your typewriter to as- 
sume the role of an ad- 
dressing machine without 
installing expensive equip- 
ment. For the speed and ef 
ficiency demanded today . . 
make tl,is “small change; to 


Pkg. 25 lettersize sheets 
(825 labels) 60¢ 

at stationery stores 
everywhere. 

White and five colors. 


EUREKA SPECIALTY PRINTING CO. 
586 Electric Street, Scranton 9, Pa. 


a ld Nil Nil Nl Nil Nl Nel Nl Ne Ne Neal Necll Weall Mud Wed eal el 





A “PENNY” 
for your thoughts! 


(PENNY LABEL, that is) 


Think about Direct Mail and you'll 


think about addressing 
Now, imagine being able to do as many 
os six mailings to each prospect with 
One typing 
Your present typewriter 
Your present typist 
and CARBO-SNAP 
Think of it! You'll want the complete 
story. Ask for it, and we'll be glad to 
oblige 





MAILING LISTS 


for CHRISTMAS SELLING 


16,000 CORPORATIONS Prospects 
for Gift Merchandise for distribu- 
tion to Employees, Clients etc., 
with name of Key Official 
8,000 GIFT sHOors with name of 
Buyer 
125,000 MAIL ORDER GIFT 
BUYERS 
3,5000 PREMIUM USERS & 
INCENTIVE PRIZE BUYERS 
500,000 VETERANS) Korean) Pros- 
pects for Trade Schools Auto 
Dealers and Home Builders 


at Catalog sent Free on request 


a 
nl LIST CO., INC. 


565 FIFTH AVE., N. Y. 17, Plaza 3-0833 








SALES LETTERS 


Letters with “instantaneous appeal,” that 
beckon to be read, that impel and sell. 
cng A series 27 years old. Send for circu- 


ar Please write on letterhead 


“Ghat Fellow Bott’’s 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 








‘Foreig n Stamps? 











sales. At slightly more effort, but not 
too much, he can secure names of 
physicians and hospitals outside the 
“classified directory” areas. 

Manufacturers and selling agents for 
a great number ot products, can secure 
names of likely buyers from trade as 
sociation lists which are easily procur 
able. 

Retailers who serve practically every 
one in their community can use vot 
ers or assessors’ lists, or even the resi 
Sut where more 
wanted, 


dential telephone list. 


selective listings are recourse 
may be had to women’s clubs, garden 
club and social service club member 
School catalogs and camp 
catalogs valuable 
“class” listings of parents or patrons. 

Yet, with all the sources referred to, 


there 


ship lists. 
sometimes give 


and others you may think of, 
are still many users of advertising who 
would not yet tind the kinds of people 
listed who are their natural prospects. 


Some advertisers find it desirable to 
purchase space in newspapers, for ex 
ample, offering to send to inquirers a 
booklet on a subject related to their 
product. A retail store selling import 
ed rugs, let us say, might offer, through 
newspaper space, a booklet explaining 
the characteristics and historical back 
ground of the better known types of 
booklet 
sometimes a small 
(Opinion differs on 


oriental rugs. Sometimes the 
is given free; 
amount is asked. 
whether or not to make a charge for 
such material. however, 
that setting even a small sum — “6 


cents in stamps to cover postage,” “en 


It is agreed, 


close a dime,” or similar charges — 
eliminates the merely curious.) From 
those who respond, and to whom the 
booklet is mailed, you can build up a 
valuable list of people who, in all like 
lihood, are potential buyers of oriental 
rugs. Sent to this list, 
series of mailings on oriental rugs will 
more likely bring results than from a 
mere list of socalled wealthy people, 
otherwise accumulated, without knowl 
edge of their interest in oriental rugs 


a mailing or a 


From this simple example the think 
ing student will construct his own 
formula for building a needed list of 
people who will, in all probability, be 


interested in his product. 


A storekeeper who sells strictly tor 
cash has, in the ordinary process of 
his storekeeping, 
Wideawake storekeepers of this type 
may build up a list of those who make 


no list of customers. 


simple process of 


address 


purchases, by the 
asking the buyer’s name and 
as the sales slip is made out. It is a 
slow process, but the resulting list is 


an excellent one for that store, since 


each person on it has made at least 
one actual visit to the store. 

If you sell your product to business 
firms you must secure first, in making 
up a mailing list, the names of the 
firms and their proper addresses. But 

list made up of only firm names is 
no assurance that the mailings you 
send will reach the individual in each 
firm who is authorized to make a pur 
chase of your type of goods. In conse 
it is extremely important that 
to each frm name you add the name 
ot the proper individual for you to ap 
proach in that office. But the person 


quence ec, 


who makes the actual purchase does 
not always direct or OK the purchase. 
As a result, you may have to place on 
your mailing list several individuals in 
the same firm. For example, the pur 
chasing agent in many instances is the 
person who will make the purchase 
of an electrical device. But it is the 
plant engineer, perhaps, who proposes 
the purchase. And yet it may be the 
president, or the treasurer, who agrees 
that the and desig 
nates from which manufacturer to 
buy. All which makes clear why it 
is often highly important to put all 
four of these individuals on your mail 


purchase be made, 


ing list. 

I know of one case where a highly 
technical device was advertised by 
mail, in technical terms, to the plant 
superintendents. Resulting sales were 
only fair. As a change of approach not 
only were the presidents and treasur 
ers of all former prospects included on 
the mailing lists, but also the technical 
copy was eliminated. In place of it the 
story of the product was told in human 
stressing only the sav 
money 
Results 


improved, and con 


interest style, 
ings in time, material and 
which a buyer would derive. 
were immensely 
tinued to grow year by year thereaft 
er because those who held the purse 
strings were included on the mail lists, 
and were told month after month a 


simple, non technical story of savings. 


Importan e of Correctness 


S. D. 
created the phrase, 
people.” It will always pay you to keep 
this fact in mind. Among the things 
that people are touchy about is the 
proper spelling of their names. They 
want their surname right, letter by let 
ter; and they want you to get the first 
name not only correct but properly 
placed. J. Wilson Blacker doesn't rel 
ish getting his mail addressed as “Wil 
son J]. Blacker”; nor as “Blacker J. 
Wilson,” as sometimes occurs. If he 
calls himself “J. Wilson Blacker” he 
isn't happy over “J. Blacker” eith 


Warren Company, I believe, 
“Mailing lists are 
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er. Especially does he abhor “J. Black 
er’; and ever worse would be “J. 


Black.” 


This is not overemphasized. My 
own name isn't too easy for mail list 
compilers, so that I frequently get “E. 
Harry Bell”; often “A. J.”; and num 
erous variations down to the ignomi 
nious “Miss Harriet.” 


The wrong name on the envelope 
puts you behind the eight ball at the 
very start. No prospect is in the prop- 
er mood to respect your firm or its 
product, if you exhibit such careless 
ness at the spot where he is justly vul 
nerable — the correct spelling of his 
name. The compiler of the mail list 
must, therefore, be meticulous to a 
fault. 


Keep Lists Constantly Corrected 


When you have finished compiling 
your mail list, you are not done with 
it. You must be ever alert, of course, 
to make corrections of the inevitable 
errors and changes, as you learn of 
them. You will have to check con 
stantly. When names in the news 
papers, names in annual reports, pro 
grams, or from any such source come 
to your desk or your home, see that 
you compare them with the way they 
appear on your mail list. Every time 
a letter comes into your office from a 
customer or a prospect, see if the name 
of the signer is correct on your list; 
compare names printed on the letter 
head with those names as you have 
them listed. This piecemeal checking 
is annoying and easy to avoid. It will 
seem like useless drudgery. But only 
by continued vigilance can you hope 
to have an effective list, for the im 
pression is lost on each person who is 
carelessly or otherwise improperly ad 
dressed. 


Where there are salesmen calling on 
the customers and prospects, they 
should be instructed to report immed- 
iately on all changes. The whole office 
force should be reminded of the im 
portance of having the mail list cor 
rect to the fullest limit, and asked to 
report any possible data that may come 
to hand. Since all sales—the lifeblood 
of the business—are so closely depen 
dent on the character of your mail 
list, scarcely any effort you exert to 
make a good job of it can be counted 
as wasted. 


In addition to this “every-day-con 
sciousness” of your mail list, this con 
tinual drive to correct original errors, 
there is the need for a definite whole 
sale check-up at regular intervals. 


(continued next month) 
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MACHINE ADDRESSING SERVICE 


.-+ Quick action when you say 


60) 


Your private mailing lists accurately embossed on metal plates; stored, 


corrected, and addressed as instructed directly on your envelopes, 


cards, self-mailers, mailer strip, or publication. 


Subscription fulfillment, system to system changeover, or your stencil 


addressing department transferred. 


Open capacity now for rapid set-up of lists totalling 10,000 to 


2,500,000 names, to be used four times or more. 


EXPERIENCE FREE: Years of Addressograph, Belknap, Elliott, Pollard- 


Alling and Speedaumat stencil addressing systems experience at your 


service — call or write George Green for an analysis and recom- 


mendation based on your requirements. 


Cost Oreant 


ZATION INC. 


480 LEXINGTON AVENUE, NEW YORK 17 ® Plaza 3-7938 


production 
brings 
better results 


There's a best way to pro- 
duce direct mail. . . 

MASA members study the 
best, most effective, ways 
of production; support re- 
search and fact finding; 
share knowledge of im- 
proved methods. Their ob- 
ject is better results for you. 
When you try to “save” 
money with “cheap” pro- 
duction you tamper with re- 
sults. To check the effective- 
ness of your production 
source . . . Always say, 
“Are you MASA?” 


YOUR BEST SOURCE for: Creative di- 
rect mail campaigns, multigraphing, 
mimeographing, offset and letterpress 
printing, bindery, mailing service, mail- 
ing lists, etc. information about post- 
al regulations and better direct mail 
results. 
For names of MASA 
members nearest you, write 


Mail Advertising 


Service Association 
18652 Fairfield Avenue 
Detroit 21, Michigan 





There’s only 
One 


DICKIE- 
RAY MOND 





DIRECT ADVERTISING 


and 


SALES PROMOTION 


for 32 Years 
— 


Planning 
Writing 
Production 











521 FIFTH AVENUE, 
NEW YORK 


80 BROAD STREET, BOSTON 
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... your next mailing 

to the West 

can be handled faster 
and more economically 
from the West! 

The more than 80 people 
at Krupp’s 

offer you dependable 
one-stop mailing services 
whatever the type or size 
of your job. 

Next time you have 

a Western mailing, 

be sure to 


contact Krupp’s first. 
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FREE 40 page booklet — 
a direct mail check 
list. Write Dept. F 1 


f rs 
advertisers’ mailing service 
228 s. los angeles st., los a noeles, california 


DEPENDABLE SERVICE SINCE 1930 


A LESSON IN 
LETTER WRITING 


In another item in this issue (page 
41), we mentioned the book Effective 
Letters prepared by Kermit Rolland 
of the New York Life Insurance Co., 
51 Madison Ave., New York 10, N.Y. 
We are giving you here three excerpts 
from the book 46 and 55. 
These excerpts are in the nature of 
a quiz, but they were really an actual 
correspondence case taken from the 
files. All readers of The Reporter 
should enjoy this study of a corres 


pages 


pondenc« problem, how it was an 


swered, and the final result. 
PAGE 22: 


Suppose you were asked to answer 
this letter. What would you say to 
Mrs. Calvin? 

Northern Falls 
lowa 


Gentlemen 


Five days ago, I took my account book 
trom the top drawer of my writing desk 
where it has been kept all these years, and 
intended to mail it to you. But it is lost. I 
cant tind it 

The only solution that I can think of 
that it got mixed up among a pile of old 
letters that I had been going thru. and which 
I put in the kitchen range to burn. I've 
been so distressed about it, I could hardly 
sleep. It is not as if I had lost it outside my 
home where someone could find it. But 
even the Lord can't restore a book that has 
been reduced to ashes. Oh! I suppose He 
could, but I don’t think it will happen in 
my case 

I had a littl hard luck last November 
On the 18th, I was taken to the hospital in 
Davenport with a broken left hip. I was 
released on April 10th. I have been very 
fortunate 1 recovery, as I am able to get 
around b ising a crutch under my right 
arm I was eighty-four years old last Feb 
10th. | have a good constitution, and I ex 
pect to live several years yet 

You will make me a new book won't 
you? And put in the front that in case of 
my death, the insurance is to go to my 
husband. I have not told my husband that 
I have lost the book. No need of both of 
us worrying 

I shall be anxiously waiting to hear from 


Sincerely, 
Nora Louise Calvin 


P.S. Am I the only one who ever lost 


a book ? 
PAGE 46: 


Mrs. Nora Louise Calvin 
Northern Falls, lowa 
Agreement and Account Book 968 521 

Dear Mrs. Calvin 

I am sorr uu lost your book. But do 
not let it worr ou any longer, for I am 
sure we can help you 

If vou will complete the enclosed affidavit 
and mail it to us in the enclosed postage 
free envelope 1 will arrange to have another 


contract issued. 


The form of book you lost is no longer 
used by the Company. These contracts now 
look something like a small insurance policy. 
The terms are the same 

If you want to receive the interest of $90 
which is due December 6, write the follow- 
ing answer to question 7 in the affidavit 

Yes, Interest for 1953.’ 

If you do this then we will send you a 
check for the interest at the same time we 
send you the new contract 

I am glad to know that you have had a 
favorable recovery from your broken hip 

It has been a pleasure to be of service 
to you. If we can help you in any other 

please let me know 


Sincerely yours, 


This letter was written in reply to 
Mrs. Calvin’s letter on Page 22. Was 
it an effective letter?: See Page 55. 
PAGE 55: 

Gentlemen 

This is a glorious day and I am going 
to write to you because you have made me 
happ I never had a nicer letter in my life 
and I surely do appreciate it. A big load 
was lifted from my heart 

I hope I have not been too much trouble 
to you 

Sincerely, 


Nora Louise Calvin 


We never really know whether a 
letter we write is effective—unless our 
reader tells us so. How many bouquets 
have you received recently? 


A GOOD 
LETTER 


One of our readers received the 
following form letter from the presi 
dent of The Chesapeake and Ohio 
Railway Co., Terminal Tower, Cleve 
land, Ohio. He thought it the most 
interesting and friendly financial mes 
sage he had ever seen. We agree. 
Notice particularly the you approach 
instead of the usual “we”: 


September 18, 195 
Dear Stockholder 


This letter brings you another regular 
dividend of 75 cents per common share. It 
is the 168th paid on the company’s common 
stock, and sends a total of $5,887,000 to 
90 000 stockholde rs. 

Your railroad is doing well by every 
index. Through August, earnings per com 
mon share were $3.92, compared with $3.29 
for the same period last year. 

Merchandise traffic, continually on the in- 
crease, this year so far makes up almost half 
of our freight revenues. Coal tonnage, too, 
is good. We have lost some export coal move- 
ment, which was expected. Our non-export 
coal business to date equals the non-export 
tonnage moved in 1952. 

For your railroad the year 1953 will prob- 
ably show up better than 1952. Even though 
a break comes in the present high industrial 
pace the Chesapeake and Ohio will do all 
right. 

Sincerely yours, 


(signed) Walter J. Tuohy 
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Lie oooee 


“In reply to your letter of April 7, 1949... .” 


(Cartoon reprinted by courtesy of the Wall Street Journal) 


Dear Mr. Hoke: 


It’s not often that businessmen can 
learn a lesson in efficiency from the 
federal government. But the Super 
intendent of Documents is currently 
following a practice that certainly 
commends itself to every DM seller. 
I refer, of course, to this agency’s prac 
tice of shipping out documents on the 
same day the order is received. 

This seems especially important to 
me because of two experiences I have 
had recently with private DM firms. 

Item: No less than three weeks ago 
my wife came across an ad in a home 
furnishings magazine sponsored by a 
New York firm called Jan’s House of 
Lamps. The ad contained illustra 
tions of a particular type of wall lamp 
we had been looking tor. There was a 
coupon at the bottom and an invita 
tion to “send 25 cts. for a beautifully 
illustrated catalog.” I send off for the 
catalog —and we're still waiting for 
it. 

Even if it should arrive tomorrow, 
we have no intention of ordering a 
lamp from this firm. If it takes them 
three weeks to mail a catalog, how 
long would it take them to mail a 
lamp. Longer than we want to wait, 
certainly. 

Item: About a month ago I receiv 
ed a DM piece from an office record- 
ing machine company, offering a free 
booklet on the “History of Commu 
nication.” I am interested in commu- 
nications — and am also in the market 
for office recording equipment. I 
promptly mailed in the reply card. 
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It has been so long now since | 
sent the card in that I cannot even 
remember the name of the firm. 

This sort of delay seems completely 
asinine — and unnecessary. I simply 
cannot understand why a company 
will go to great expense to prepare 
an expensive ad or a_ high-powered 
mailing piece if they are not prepared 
to follow through. 

Can it be that some DM_ houses 
are so intent on pulling replies that 
they forget all about handling the re 
plies when they come in? 

The most serious aspect of this si 
tuation, of course, is the fact that the 
public is inclined to judge all mail 
order houses alike. As long as some 
firms persist in using the delayed ac 
tion reply, every other DM firm suf 
fers the consequences. One of the 
chiet obstacles in DM selling is the 
general public feeling that there will 
be a prolonged delay before the item 
ordered is actually received. No won- 
der people feel this way. After the 
two experiences described above, I 
would hesitate to send off for any 
thing. 

You can do the DM industry a great 
service by editorially criticizing those 
firms you hear about which are slow 
in filling orders or acknowledging re 
quests for information. 

Howard Upton, Executive Secretary 

National Assn. Oil Equipment Jobbers 
1402 Hunt Building 
Tulsa, 3, Oklahoma 

Reporter's Note: We agree 100%. 
Your letter is editorial enough. H. H. 
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How To Build A Successful 


Direct Selling Mail Order 
Business With 
Publication Advertising 
» 


Picking the right advertising agency has a 
definite bearing in developing newspaper, 
magazine and trade paper advertising that 
pays off. It’s the knowledge, the experience 
and the thinking that go into your advertising 
program that make your advertising dollars 
do a job. Let us help you sell your product 
nationally direct to the consumer through 
carefully planned publication ads. Get the 
benefit of our 30 years’ successful experience 
Bring your advertising and selling problems 
to us. Let us solve them as we have for some 
of the country’s most successful direct sell- 
ing mail order concerns. Each campaign we 
develop takes into account the results of 
many who have placed their advertising 
through us. It's easy to start doing business 
with us. All we ask is that you agree to place 
all your publication advertising through us 
as long as you are satisfied with our service. 
If you are located in and around New York, 
come in to see us and place your publication 
advertising budget in ovr hands. We will 
then submit to you, after intensive study and 
analysis, an individual made-to-order plan, 
including copy and advertising schedules, for 
your particular product. If you are located 
at a distance and cannot come in to see us, 
place in ovr hands your budget for adver- 
tising and we will do the rest. You pay no 
more for publication space on advertising 
placed through us. We are fully recognized 
Established 1923. Consult. 


s 
MARTIN Advertising AGENCY 


Direct Selling Mail Order Ad Specialists 
15 E. 40 St., Dept. 15, New York—LE 2-4751 


invww vor your FREE sample “Clip Book 
of Ready-to-Use Art’ and new Hand-lettering 
on Acetate. Also details on $10 kit of stock 
art free! Cuts paste-up time and costs in 
half. No obligation. Send for yours today 
Visit Booth 12, Adv. Essentials Show, N. Y 


HARRY VOLK JR. ART STUDIO 
400 Central Building, Atlantic City, N. J 





SERVING U. S. IN 
CANADA 


Our knowledge of Canadian markets is 
enabling us to serve many U. S. Direct 
Mail advertising users efficiently and 
economically in the production of Mail- 
ing Lists Printing Letters Address- 
ing Mailing Shipping. Write or tele- 
phone our New York Office 


HERBERT A. WATTS LIMITED 
421 Hudson St. (8th Fi), N. Y. 14, N. Y. 
Telephone: ORegon 5-0220 
or ovr Head Office 
177 King St., West, Toronto, Canada 
Telephone: EMpire 6-1108 











TOP NEGRO NAMES 


The only compiled lists of top Negro names 
Over 500,000 Professional and Business men and 
women plus members of leading sociai and civic 
clubs. All lists national. $15 per thousand includes 
addressing. Write today. Calvin News Service: 
101 West 46th Street, New York. 





W. S. PONTON, INC 


SUGGESTIONS 
FOR A CODE 
OF ETHICS 


We have just received from London 
a “code of standards” adopted by the 
British Direct Mail Advertising Assn. 
We are reprinting it here because it 
might help the Code of Ethics Com 
mittee of the DMAA to complete their 
discussions and have a code of ethics 


ready to present at least by Boston 


convention time. Our English cousins 
don't have as many problems as we 
have here. Our code may have to be 


a whole lot stronger: 
CODE OF STANDARDS 
~ 
No advertising matter issued by any 
Member shall contain any illustration or 
copy which is distorted or exaggerated 
so as to convey a false impression to 
the recipient, nor any testimonial con 
taining misleading or extravagent claims 
or implications contrary to this Code. 
Members will not distribute any adver 
tising matter which directly or by im 
plication departs from the truth as to 
the character of the goods advertised 
or their suitability for any purpose rec 
ommended in the advertising matter 
Members will not distribute 
matter which unfairly disparages or crit 


advertising 


icises any other goods or services. 

Members will not distribute advertising 
which, within their knowledge, 
trade-marks 


matter 
includes any imitation of 
or names of competitors or ts imitating 
their get-up or any of their distinctive 
advertising matter. : 

Members will not distribute any adver- 
tising matter which might lead recipients 
to believe that the product or the ad 
vertising matter has been issued from 
any official source, or is other than a 
proprietary article or service advertised 
for the service specified, unless 
can be produced that the authority of 


such official source has been obtained. 


proof 


460 W. 34th ST.. N. Y. C. 


4 


50 East 42nd St., New York 17, N.Y. 


15,000,000 
HOME OWNERS 


Write Dep't 
Phone MUrray Hill 7-5311 


Members will not distribute advertising 


matter relating to medicines or treat 
ments other than that conforming to the 
British Code of Standards in Relation 
to the Advertising ot Medicines and 
Treatments 

Members distributing printed matter, etc. 
on behalf of other parties will not be 
heid responsible for the contents of such 
matter which has not been 
by them; but members will refuse to 
printed matter, etc. to which 


produced 


handle an 
their attention is drawn as 
sive or contrary to this Code of Standards 


being often 


IMPORTANT! Do any of you Re 
porter readers have suggestions for 
specific items which should be includ 
ed in an Code of Ethics 
for all mail users 4 If sO send 
them along and we'll pass your ideas 
to the DMAA committee. 


{merican 


BELIEVE IT 
OR NOT! 


(This actually happened) 


This story must be cleaned up so 
that no individuals or connections are 
revealed. Otherwise, it might cause 
further repercussions. 

Mr. A is an executive of a promin 
ent company. Mr. A is also an active 
worker and executive in the trade as 
sociation of his industry. 

At three different conventions, Mr. 
A heard this reporter make his talk 
on formulas for improving business 
letters. What intrigued him most was 
the Picture-Promise-Prove-Push toemu 
la for writing . . . with an added P.S. 
at the bottom. (We always emphasize 
that the P.S. is nearly always read 
first; that the P.S. should contain 


some vital, interest-arousing statement. ) 


R”’ for FREE Catalog, , 








Mr. A experimented in his own 
business. He found that the P.S. ac 
tually 
he has been putting the most import 
ant part of his letter in the P.S. 


worked. For two years or so 


Recently it became his job to send 
out a letter about a conference of his 
trade association. He gave all the pre 
details in the body of the 
letter. In a P.S. he wrote “Mr. B 
will be toastmaster at the dinner.” 
He put this in the P.S. because Mr. B 
is one of the most important and well 
known people in the industry and his 


liminary 


presence might induce others to come. 

Then, all hell broke loose! Mr. B 
threatened to resign from the associa 
tion and also refused to carry through 
on his former acceptance of the toast 
master job. Said he had never been 
so insulted and humiliated in his 
life . . . relegated to the insignificant 
position of a mention in the P.S. To 
make matters worse, he even tried to 
get twelve other important members 
to resign from the association or stay 


away from the conference. 


Explanations, apologies, etc., have 
been to no avail, at this writing 

even though we have supplied Mr. A 
with transcripts of our remarks on the 
P. S. Seems like the original announce 
ment letter was sent to Mr. B’s home. 
His wife opened it and placed it be- 
fore him with a “Humph .. . this is 
what they think of you.” Behind all 
the fire and smoke, Mr. B is probably 
trying to prove to his wife that he 
demands to be recognized as a big 
shot. He is certainly not acting like 
one. Needs a psychiatrist rather than 


a lecture on letters. 


1872 


LOngacre 4-2640 
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ANONYMOUS 


LETTERS 
by August Tiger 





Reporter's Note: Maybe August Tiger has 
found the key to what is wrong with a 
lot of sales letters. Too many ghost writers 
who suffer from their anonymity. We found 
the editorial reprinted here in an issue of 
“Sales Letter Showmanship,” a monthly bul- 
letin and specimen service sold to business 
executives from August Tiger's headquarters 
at 545 Fifth Avenue, New York 17, N. Y. 
The idea is worth thinking about seriously 

. if there are ghost writers in your busi- 
ness. 





‘Anonymous letters are stupid,” 
said a business executive recently. 
Then he added, with a smile, “I read 
them, but never answer them.” 

But he is wrong. He reads them, 
true, but he also answers them. There 
are millions of anonymous letters in 
the mails daily. These letters move 
mountains as well as men, and while 
anonymous, they are also to be ad- 
mired. 

No one hides under a greater de- 
gree of anonymity than does the sales 
letter writer. His product is born of 
ulcers and sweat. He sees his brain 
children brought into the business 
world without identification of the 
rightful parent. Usually, the _ letter 
appears over the name of another and 
more highly positioned executive. 

It has been estimated that fully 90% 
of the sales letters that are busily en- 
gaged in selling ships and sawdust, 
letters in the sense 

immediate way of 
determining the _ original creator. 
While many of the letters do not 
possess sufficient distinction to justify 
the identification, there are still a good 
ly number of arresting masterpieces 
that warrant identification. 


are anonymous 
that there is no 


The problem of anonymity is one 
that is not particularly encouraging to 
the progress of an able man — or 
woman. Recognition, while sometimes 
inevitable, is slow, and the rewards 
are even slower. 


Management has an opportunity to 
spur good letter writers to new heights 
of interest, readability, inspiration and 
results. Recognition can act as a stim 
ulous to greater effort. Incentive is 
now being used as a mighty important 
tool with the sales force and to effect 
better employee relations. It can also 
be used with good effect on the sales 
letter writer. True, monetary rewards 
are primary. A pat on the back is also 
a glowing experience. But when a man 
feels that his identity is tied to his work 
it can spur him to higher degrees ot 
enthusiasm and effort. Even if it 
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serves to effect a more conscious pol 
ishing and re-polishing job on a let 
ter, the result can be worth it. 

Giving recognition can be easily 
done. Many letters carry meaningless 
initials in the lower left hand corner. 
Usually there are two sets of initials. 
One is the name that is signed to the 
letter. The second, presumably, is 
that of the secretary. They have no 
place on the sales letter because they 
mean nothing. 


The initials that go into the lower 
left hand corner of the letter might 
be that of the creator of the letter. 
For good measure, the name that signs 
the letter can be added. 


Try giving this measure of recogni 
tion on your next series of letters. You 


might not see the added pride or the 
extra effort, but you can be sure it 
will be there constantly — and it 
adds nothing to the cost. 


MAIN STREET 
VS. 
MADISON AVENUE 





Reporter's Note: The following copy was 
written by Elon Borton and appeared in 
the September 1953 issue of the Advertis- 
ing Federation of America NEWS. We agree 
100% with the sentiments. Some of the 
best direct mail efforts come from the 
Main Streets of the nation. Incidentally, same 
issue of the NEWS carried story that our old 
friend, Walter Frank, immediate Past Presi- 
dent of the Jacksonville (Fla.) Ad Club has 
joined the AFA staff as Field Secretary. A 
good move. 





Like most other Americans, we in 
advertising look up to bigness. We 
speak with awe about 10-, 20-, 50 
million dcllar appropriations, or agen 
cy billings of 30-150 millions. We are 
familiar with the advertising of Gim 
bels and Macy’s . . . of Marshal Field 
and Nieman Marcus. We want “big” 
names on our advertising club and 
convention programs. The goal of 
most individuals climbing the adver 
tising ladder is Michigan Avenue in 
Chicago or Madison Avenue in 
New York. 

But—what about Main Street? May 
be that’s more important than we 
usually think—in its spending of mon 
ey, in its contribution of ideas and 
methods, and in its development of 
our future leaders. 

True—52 agencies between them 
billed $1,700,000,000 in 1952... but 
the nearly 3,000 other agencies listed 
by the Standard Advertising Register 
billed billions also. 


i AS a NURI RE 
successful 


sales letters... 


— rarely just “happen"’. They are the result 
of careful planning and knowing what mokes 
a letter ‘pull’. The format, too, plays its 
part in getting attention . . . maintaining 
interest! You can PROVE this easily by 
TESTING Return-A-Card against your present 
mailing. You'll find the pre-addressed, 
“built-in” reply card makes it easier to 

reply — get better results — costs less per 
response. Write for your FREE folder of 
“Successful Sales Letters’’, showing this unique 
format applied to many promotion problems. 


REPLY CARD IS 
ATTACHED TO THE 
LETTERHEAD! 


SALES LETTERS 


250 W. 49th St., New York 19, 
Telephone Circle 65-0843 


. ; ; ds i? 
WE WELCOME YOUR 


DIRECT MAIL PROBLEMS 
WITH ENTHUSIASM 


FREDERICK E. GYMER 
“Let's Have Better Mottoes Association” 
2123 E.9 & 
Cleveland 15, O. 














He Read A Sales Letter 
written by Shurtleff 
Write for information about a 
“most unusual letter writing 
service.”” Shurtleff letters are 
100% guaranteed todo the job. 


FLAVEL H. SHURTLEFF 
1128 Wilson Avenue, Peoria 4, IMineis 














True—40 national advertisers spent 
well over $600,000,000 .. . but the 
13,450 other national advertisers listed 
by the same publication and the mil 
lions of unlisted advertisers spent the 
rest of the 714 billions of advertising 
dollars. Surprising—isn’t it? 

For every agency in the 10 million 
and-over class, there are scores of 
smaller agencies. For every 10 million 
dollar national there are 
thousands of small advertisers. For 
every Macy's or Marshall Field there 
are tens of thousands of small depart 
There 


advertiser 


ment stores and specialty shops. 


_ by Fox aie 


are nearly 4,000,000 corporations in 
the nation and most of them do some 
advertising. The smaller advertiser and 
the smaller agency spend most of the 
advertising dollars and the smaller 
media owners or operators get most 
of them. 

On Main Street the advertising man 
is close to the average man and knows 
how he thinks. Because the budget is 
small, he has to watch every dollar tor 
results and cannot depend on “mass 
impact.” Because his staff is small, 
each must do many things there 
is littke narrow specialization here. 


Sn Cyne: 


© FROM THESE DISTRIBUTORS 
; a5. =o ad 


ALABAMA 
Montgomery — S. P. Richards Paper Co. 
ARIZONA 
Phoenix — Butier Paper Co 
Tucson — Butier Paper Co 
CALIFORNIA 
Ei Centro — W. A. Scheniman Paper Co 
Emeryville — Pacific Coast Paper Co 
Fresno — Sierra Paper Co 
Long Beach — Sierra Paper Co. 
los Angeles — American Paper Co., Columbia 
Paper Co., La Salle Paper Co., Sierra Paper Co 
Secramento — Pacific Coast Paper Co 
Sen Francisco — Devis-Colton Paper Co., 
Coast Paper Co., Seaboord Paper Co 
COLORADO 
Colerade Springs — Butler Paper Co 
Denver — Butler Paper Co 
Pueblo — Butier Paper Co 
CONNECTICUT 
Bridgeport — Equity Paper Co 
Hartford — Geo. W. Millar & Co., Inc 
Madison — Geo. W. Millar & Co., Inc 
New Hoven — The Arnold-Roberts Co 
DISTRICT OF COLUMBIA 
Washington — John Floyd Paper Co 
GEORGIA 
Atlanta — S$. P. Richards Paper Co 
IDAHO 
idehe Falls — American Paper & Supply Co 
Pocatelio — Consumers Paper Corp 
ILLINOIS 
Chompaign — Crescent Paper Co. 
Chicage — Bermingham & Prosser Co., J. W. Butler 
Paper Co., Fick Paper Co., la Salle Paper Co., 
Murnane Paper Co 
Galesburg Wilson Paper Co 
Peoria — Butler Paper Co 
Reck island — C. J. Duffey Paper Co 
INDIANA 
Evansville — Butier Paper Co 
Fort Wayne — Butler Paper Co 
indianapolis — Crescent Paper Co 
Terre Havte — Mid-Stotes Paper Co. 
1OWA 
Cedar Rapids — Butler Paper Co 
Des Moines — Berminghom & Prosser Co 
KANSAS 
Wichita — Butler Paper Co., 
ENTUCKY 


Pacific 


Southwest Paper Co 


Lovisville — Superior Paper inc 
LOUISIANA 

New Orleans — Butler Paper Co 
MAINE 

Ave@uste — The Arnold-Roberts Co 
MARYLAND 

Baltimore — The Mudge Paper Co 
MASSACHUSETTS 

Boston — The Arnold-Roberts Ce 

Holyoke — Judd Paper Co 

Worcester — Geo. W. Miller & Co., Inc 
MICHIGAN 

Detroit — Butler Paper Co., The Whitaker Paper Co 

Flint — Beecher Peck & Lewis 

Grend Rapids — Central Michigan Paper Co 
MINNESOTA 

Minneapolis — Butler Paper Co.. C. J. Duffey 

Paper Co.. The Paper Supply Co 

St. Pow! — C. J. Duffey Paper Co 
MISSISSIPPI 

Jackson — Central Paper Co 


MISSOURI 


°. 
MONTANA 
NEBRASKA 
NEW JERSEY 


NEW MEXICO 
NEW YOR 


NORTH CAROLINA 
NORTH DAKOTA 


OHIO 


OKLAHOMA 


OREGON 
PENNSYLVANIA 


RHODE ISLAND 
TENNESSEE 


TEXAS 


UTAH 
WASHINGTON 


WISCONSIN 


EXPORT AGENTS * NEW YORK 


= 


Kansas City — Berminghom & Prosser Co., Butler 
Paper Co., Weber Paper Co 

St. Lovis — Berminghom & Prosser Co., 
Paper Co. 

Springfield — Butier Paper Co., 


Butler 


Springfield Paper 


Billings — Yellowstone Paper Co 
Lincoln — Schworz Paper Co 


Jersey City — Gotham Card & Paper Co., Inc 
Nework — Newark Envelope Co 


Albuquerque — Butler Paper Co 


Albony — W. H. Smith Paper Corp 

New York City — Geo. W. Miller & Co., Inc., The 
Paper Center inc., Saxon Paper Corp 

Rochester — Hubbs Paper Co 


Charlotte — Charlotte Paper Co 


Fargo — Fargo Paper Co 
Minot — Fargo Paper Co 


Cincinnoti — General Paper Corp 
Cleveland — Chas. A. Koons & Co 

Columbus — Cincinnati Cordage |b Paper Co. 
Dayton — Hull Paper Co 

Toledo — The Cannon Paper Co 


Oklahoma City — Oklahoma Paper Co 
Tulsa — Beene Paper Co 


Portiand — Fraser Paper Co., West Coast Paper Co 


Philadelphia — A. Hartung & Co., The J. L. N. 
Smythe Co 

Pittsburgh — Bruboker Paper Co 

York — The Mudge Paper Co 


Providence — The Arnold-Roberts Co 


Chattanooga — Bond-Sanders Paper Co. 
Knoxville — Southern Paper Co 
Memphis — Western Newspaper Union 
Nashville — Bond-Sanders Paper Co. 


Abilene — Southwestern Paper Co. 

Dolios — E. C. Palmer & Co., Ltd., Southwestern 
Paper Co 

Fort Werth — Southwestern Paper Co 

Houston — Southwestern Paper Co 


Salt Lake City — American Paper & Supply Co 


Bellingham — Norco Paper Co 

Seattle — West Coast Paper Co 

Ss — Ind dent Paper Co. 
— — Allied Paper Co. 

Walle Walla — Snyder-Crecelius Paper Co 
Yokime — General Paper Co 





Appleton — Woetz Bros. 
Milwaukee — Nackie Paper Co., Standard Paper Co 


New York Agents — Butler-American Paper Co., 
Elof Hansson, Inc. 














There is the real school for the adver 
tising man. 

The “big shots” in our big cities 
get the headlines and the large salary 
checks but the heart of advertis 
ing is still, for my money, on Main 
Street. 


WHY HE HAD TO STOP 
SELLING WATERMELONS 





Reporter's Note: We found this story in the 
September 1953 issue of THE CURTIS 
COURIER, h.m. of Curtis 1000 Inc., 380 
Capitol Ave., Hartford 6, Conn., edited by 
Thomas Dreier. Passing it along because it 
makes interesting reading and also because 
it reminds us of a few people we have 
known. 





The father of J. C. Penney, the 
chain store magnate, did not pamper 
his children. From the beginning he 
taught them to be self-supporting and 
self-respecting. The natural selfishness 
of youth was not excused by him. He 
insisted that his son, Jim, must think 
in terms of other people’s rights and 
privileges. 

Mr. Penney tells a story to illustrate 
how his father taught him. “On four 
acres which my father let me use,” 
he says, “I raised a crop of water 
melons. When they were ripe I took 
them with great business acumen, | 
thought, to the very spot where the 
most people would be gathered at a 
certain time. That was the county fair, 
and I parked my wagon right beside 
the entrance, calling my wares to the 
people as they came in and out. It 
wonderful idea—my 
watermelons were selling like hot 
cakes, when along came my father, 
and ordered me, in his firm and quiet 
way, to take my wagonload of water 
melons home. Again the bitter pro 
test, but it was useless. I went, with 
my mind again full of questioning— 
why? why? why? 


proved to be a 


“The answer came when I arrived 
home. My father explained to me that 
the county fair was a business ven 
ture—all who had booths and exhibits 
there had to pay a fee. I was ‘horning 
in’ without paying my way. | was 
taking advantage of what other people 
had planned and worked for, riding, 
so to speak, on their coat-tails. “Would 
you’ asked my father, ‘like it if you 
had paid for a concession, and some- 
body else got the benefits without 
sharing the cost?’ | had to admit I 
wouldn't.” 


THE REPORTER 





yp? 


WATERMARKED BY - Trondwesad Maal ae 
direct-copy office machines. 


Fox R iv E R ONION SKIN LIGHTWEIGHT BONDS 


Four Classes of Fine Papers to Serve 





ee el 


You in Many Ways 


Plan for extra sales and count cotton-fiber 
paper, by Fox River. into the picture! 


d 


It’s the versatile paper . . . look at all its 
applications! 


eee 


aes 


It commands attention . . . crackles like new 


area 


money. 
It lends itself to fresh ideas in printing . . 
try, sometime, a french-fold circular on light, 
colorful, strong Fox River Onion Skin! 





When there must be permanence such as 
with legal documents and other valuable rec- 
ords there is no substitute for cotton fiber! 


ee 
i tS. 


Plan for extra sales! Fox River paper gives 
extra “sell” to what you sell. On re-runs or 
new jobs, ask your printer to sample and 
quote you on Fox River . . . the extra cost, 
if any, is trifling in relation to the results you 
seek and the total price of the job. 





Fox River 
SatinJone 


The Premium Sulphite 
. +. in Letter, 
Vellum, and Bristol 


The influence of workers, machines, and skills ac- 
customed to the careful pace of making cotton-fiber 
papers is now available in a modestly priced sulphite 
— Fox River SatinTone. Compare with what you are 
now using. 











FUND RAISERS 


I you can put one good direct 
mail fund-raising idea to work 
each month, there'll be no ques- 
tion about your organization's 
income position at the end of the 


year. 


seducing these ideas for you 


—factual, inspirational, income 
producing ideas — is one way | 


can help you. 


I; you re looking for new ideas, 
or a new slant to your fund-rais 


ing problems, drop me a line. 


WULLZAM i. PROF? 


a 6 ss @ ctA fF Sf s 
27 Washington Place East Orange, N. J. 


Telephone ORange 3-2233 


Specializing in the counseling and drama- 
tizing of direct mail fund-raising. 











HOW TO WIN NEW MAIL 
ORDER CUSTOMERS IN 
VOLUME FROM 


t jandles 
wRITE DeP* 
592 


No U 
En penton 16. 8 


NEW MAIL ORDER CUSTOMERS IN VOLUME 


Ma TR. ix TRAVELING RACK 


Ten Hook-On Trays speed up print 
ing, mimeographing, sorting, in- 
serting keep things moving 
in the mail room. Write for folder 


All-Purpose Metal Equipment Corp. 
Rochester 14, New York 


WHERE DO THEY 
GET THAT STUFF? 


By CuHartes A. SHAW 





Reporter's Note: This new gripe from Charles 
Shaw of 1033 Cleveland Ave., Beloit, Wis- 
consin may not be popular with teachers of 
grammar or with textbook publishers . 
but it should provide material for thought- 
ful discussions. It's true that too many text- 
books are outmoded. Much of the blame for 
trite and boring letters can be thrown at 
teachers who still use theories and material 
which have been cast aside in the march 
of progress. 





What makes some people say silly 
things about English grammar and 
word usage? 

Betore I answer, let me say that 
“some people” includes writers of 
handbooks—and especially writers oi 
handbooks for secretaries. 

“Don't split infinitives.” Don’t use 
will for shall, further for farther, cach 
other tor one another, if for whether, 
can tor may.” 

“Don't begin a sentence with a con- 
junction.” “Don’t use not as ...as for 
mot 50... as.” 

And so on page after page or 
throughout an entire book! 

I'll tell you why they say these 
things: ignorance. Ignorance of gram- 
mar, ignorance of usage, and ignorance 
of the facts of language! 

The people who don’t write books 
about English usage come by their 
ignorance from reading too many 
books about it. They believe what they 
read, and learn many thing that aren't 
so. The people who do write books 
about English usage get their ignor 
ance from other books. They become 
part of a vicious circle in which every 
body copies the other fellow’s mis 
takes. That’s the way the popular 
handbooks have been written: with 
scissors and paste. 

To understand this situation you 
have to go back to the time of the first 
attempts to schoolmaster the English 
language. Most of the first grammars 
were written by people who had no 
idea of scientific language research, 
and who thought more of Latin than 
of English. These writers ignored us 
age, lifted a lot of “rules” from Latin, 
and made up a great deal of nonsense 
out of their own heads. 

As a result, early grammars falsi 
fied the facts of language. Later gram- 
mars copied the mistakes, so that even 
today some textbooks set forth “rules” 
that have never existed outside of text- 
books. The worst offenders, as I in 


dicated above, are the writers of hand 
books for secretaries and the writers 
of sections on grammar or word usage 
in books on letter writing. 


For at least a hundred years, how- 
ever, there has been a new attitude 
toward English—the idea that gram 
mars must mirror the facts of lang 
uage, that rules must be based on 
usage, and that whatever is used often 
enough is grammatically correct for 
that very reason. The scientific attitude 
has also been responsible for the dis- 
covery that there are different levels of 
language, and that it is a mistake to 
act as if the formal level were the only 
level. 


Some of the discoveries made by the 
scientific grammarians are that the 
rules for shall and will, can and may, 
were wrong from the first time they 
appeared in print; that the rule 
against split infinitives is pedantic rub- 
bish; that the so-called distinction be- 
tween each other and one another has 
no basis at all; that farther and further 
have been used indiscriminately and 
that the tendency is to use further in 
all senses; and so on. 


I can’t go into detail here; it would 
make too long an article. But you 
could get the details if you studied 
any of the great grammars—the gram 
mars that the handbook writers over- 
look because they are too busy copying 
mistakes from somebody else who cop- 
ied them from another man who 
didn’t know what he was writing 
about. 


Scientific grammar has the old pre 
scriptive grammar just about whipped 
now. The most widely used college 
textbooks are using the scientific prin 
ciples. 


But these handbooks for secretaries 
and the grammar sections that I have 
been talking about do not seem to 
know about it. They are still teaching 
the mistakes made in the eighteenth 
century. 


I have before me, for example, a 
great book on letter writing. The man 
who wrote it has my wholehearted 
respect. When it comes to knowing 
your stuff about letter writing, I take 
my hat off and bow to him. He talks 
about friendly, human letters—letters 
that sound as if the writer was talk 
ing to you. His own writing is in 
formal and warm. But he spoils it all 
with a section on usage. (Maybe some- 
body else wrote it for him; at least 
he himself—thank goodness—does not 
follow the rules.) 


THE REPORTER OF DIRECT MAIL ADVERTISING 





What do you find in the section on 
word usage? Well, just to give you 
an idea, here are some of the disproved 
and discredited notions it contains: 
‘as... as” for negative statements; “not 

so... as tor negative. 

“among™ for three or more, with no men 
tion of the correct use of “between” for 
three or more. 

the usual distinction between can and may, 
which followed even by “good” 
writers. 

make-believe distinction between farther and 
further. 

false distinction between if and whether. 

disproved distinction between shall and ull. 

statement that would sooner is 


is not 


crroneous 
wrong. 

manufactured distinction between enough and 
sufficient. 

numerous expressions called colloquial that 
are not marked colloquial in the dic 
tionary. 

colloquial 
dicating 
means). 

bad advice on punctuation 


The list given above contains only 
a few from many that might be given. 
It would be possible to write a book 
about them. 

You can find pretty much the same 
nonsense in other handbooks and text 
books. Why the authors put these sec 
tions in their books is beyond me. 
Why the publishers let them stand— 
sometimes publishers who have print- 
ed real grammars—is even further be- 
yond me. 

What beats me above all else, how- 
ever, is the fact that the people who 
make the most noise about grammar 
are often the most ignorant about it. 
It is all right to be interested in gram 
mar—even to be fussy. But the fussi- 
ness should be based on facts, and you 
would think that the people who are 
so interested would take the time to 
learn the true facts about language. 
After all, the great grammars of Jes- 
person, Curme, and others are avail- 
able to all; so are the works of Fries 
and Pooley; or even a modern college 
textbook might do. 

To close this gripe, I have two 
things to say. First, if there are hand- 
books anywhere in your office that 
come within the scope of this article, 
THROW THEM AWAY. Second, if 
you want to ignore the “rules” about 
split infinitives, prepositions at the 
end, shall and will, can and may, and 
the like, go ahead and do so. 

But don’t be apologetic about it 
Don’t think that you are being broad 
minded or daring. The fact is simply 
that you will be right! 
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Reporter's Note: With so much negative talk 
about the Post Office being bandied about, 
we enjoyed reading the following editorial 
in the October 1953 issue of THE RIGHT 
HAND, h.m. of our former printer, The Col- 
lege Press, South Lancaster, Mass. 





Each year the U.S. Post Office De 
partment handles some 45 billion 
pieces of mail, losing only one in 
every million. The Department regu- 
larly employs 85,000 mailmen, exclu 
sive of the 33,000 RFD route men. 
Typically, the Los Angeles Post Office 
employs 2,500 postmen, each of whor 
walks out a pair of shoes every three 
months, and collects dog bites at the 
rate of one for every 10,000 miles 
walked, and delivers mail to about 
1,500 persons. 

Hundreds of letters are mailed daily 
with no writing on the envelope or 
with a name, but no address. At times 
it requires real detective work to get 
a letter through. One worker tabulated 
197 different spellings for Chicago 
alone, including Zizabo, Jagjajo, Jaiijo, 
Hipaha, Hizago, Shehego, and Cha 
que-chico. There are jokers, too, who 
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in shorthand symbols. One chemically 
minded correspondent H20 
Town for Watertown. 

Each day brings a cargo of curiosi 
ties to the Dead Letter Office. Most 
parts of the human body have at some 
time found their way there. So have 
hand-grenades, bombs, guns of all 
kinds, stilettos, and policeman’s night 
sticks. Once a vicious snake leaped 
out of a package. 

Besides handling the mail, the Post 
Office Department also sells govern 
ment bonds and acts as an insurance 
company, banker, and errand boy. One 
of the most widely-used services is 
Paral Post, which handles more than 
1,220,000,000 packages annually. 

The great traditions of the Post 
Office Department may be summed up 
in one word—service. Without this vital 
service, trade and industry could not 
function effectively and life as we 
know it would be impossible. 
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30), we mentioned and quoted the 
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Clay Ball speech made by Kermit Rol 
land, Public Relations Dept., New 
York Life Insurance Co., 51 Madison 
Ave., New York 10, N.Y., at the 
last convention of the American Busi 
ness Writing Assn. 


We just heard that New York Life 
has produced a sound-slide film in 
color on the Ball Clay theme. It 
was specifically designed to train em 
ployees of New York Life on how to 
write better letters; but Kermit Rolland 
says it will be loaned without charge 
to anyone outside the company who is 
interested. It should be valuable for 
internal training, or it could be used 
for an ad club feature. 


Make arrangement through Kermit. 


While we are talking about New 
York Life, we must report that Kermit 
has just authorized a new book used 
by his company. It is called Effective 
Letters. An 8%” x11", loose leaf af- 
fair of 68 pages. It is not only well 
written but is most beautifully printed. 
It contains all of the formulas and 
rules employed by New York Life to 
teach their officers and employees to 
write effective letters. We don’t know 
how you can get a copy, but you 
might try asking for a loan. 
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has become one of the finest company 
publications in the world. Perhaps the 
finest. The magazine was as famous as 
the trade name “Coke”. We hope the 
management will regret its decision to 
throw away a valuable capital asset. 


_ 
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[) THAT COWBOY FROM TEXAS, 
Gordon Morrison (Amarillo) paid a late 
October surprise visit to Garden City. 
Enjoyed having him. Showed him all 
the sights. He got his biggest kick out 
of a tour through Creative Mailing Serv- 
ice over at Freeport . . . the plant that 
has mushroomed in about five years 
into one of the largest mailing centers 
in the country. Two new buildings in 
two years. Of special interest to Gordon 
(and this reporter) was a new list being 
built by Bill Watson and Bernie Fixler. 
The first such list in the country. A 
bride and groom list with the correct 
new address (first home) of the married 
pair. There have been plenty of bride 
lists in the past (her former home) but 
not the first residence address of better 
income newlyweds. Understand that those 
using this list are getting excellent re- 
sults. About ten thousand names a month 
are uncovered. 
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[) A FITTING TRIBUTE. We have 
just learned that Hill & Knowlton (pub- 
lic relations organization) made a gift 
to the Cleveland Library and specified 
that the money was to be used to buy 
publications and books in the direct mail 
field, with memorial bookplates indicat- 
ing that the gifts are in memory of the 
late, young David V. Thall, a partner 
in the Cleveland Letter Service, Inc., 740 
W. Superior Ave., Cleveland 13, Ohio. 
A good idea which could be carried a 
whole lot further. 


— 
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(1) THE WASHINGTON (D.C.) AD- 
VERTISING CLUB held its second Di- 
rect Mail Seminar for the year 1953 on 
October 20 at the Hotel Statler. Larry 
Brettner, of American Aviation Publica- 
tions, was the general chairman. L. Rohe 
Walter, special public relations assistant 
to the Postmaster General and former 
DMAA president, was the featured 
luncheon speaker. There were “Circles 
of Information” in the afternoon, fol- 
lowed by a speaking session featuring 
Tom McElroy, promotion manager of 
The Catholic Digest, New York, and 
James Rotto, Vice President in charge of 
sales, The Hecht Company, Washington, 
D.C. We are glad to see these direct 
mail days growing in popularity. 


(1) SANDE ROCKE & COMPANY, 
INC. puts a lot of sparkle into promo- 
tion of their 19 different direct mail 
services. Rocke leaves no stone unturned 
. « « uses everything from walnut shells 
to flashy broadsides (including gimmick 
mailings that feature paper reels, coffee 
grounds, Japanese parasols, etc.) Write 
to Sande for samples of his “showman- 
ship” winners at 44 West 4th St., New 
York 12, N.Y. 


eee 


(1) TEXACO PLAYS IT SMART when 
offering dealer calendars for 1954. A 
four-pager enclosed in the October 1953 
issue of The Texaco Dealer describes 
four different styles of calendars with 
four designs to fit the four territories in 
the United States (North, South, Cen- 
tral and Pacific). The pictures on the 
calendars are all selected to be typical 
of the territory in which the dealer oper- 
ates. It reminded us of the terrible boner 





POSITIONS VARY. but Borbora Osterman's in top 
form with points that got her voted Miss Good Posture 
of 1953. Babs’ tip to eager dealers is to keep on your 
toes and boost your stonding in the neighborhood. 
Motorists buy more from oa dealer they can look up to. 











pulled a few years ago by one not-so- 
smart national advertiser who didn’t give 
the dealers any choice, and whose South- 
ern contacts were up in arms because of 
the scene offered. The Texaco Dealer, 
incidentally, is one of the favorite month- 
ly visitors to The Reporter offices. It is 
a slick job. The one page each month 
devoted to Exposures (cheesecake) is 
skillfully handled. The editor actually 
gets the captions to tie in with the pro- 
duct in a sensible sort of a way. 


eee 


[) HENRY OBERMEYER, Vice Presi- 
dent of Bozell & Jacobs, Inc., New York, 
has been named chairman of a new com- 
mittee set up by the Advertising Federa- 
tion of America:—“Committee on Co- 


operation for Advertising Instruction.” 
The committee, consisting of seventeen 
prominent practitioners, will survey the 
needs of advertising instructors in schools 
and colleges; assist these instructors in 
obtaining the most up-to-date and ef- 
fective teaching aids; and in general 
work toward improving the standard of 
instruction in advertising wherever pos- 
sible. This reporter heartedly approves 
of the project and will help wherever 
possible. Advertising instruction on 
school level has been sadly overlooked 
by the advertising professionals. The 
DMAA has embarked on a similar pro- 
ject for direct mail. The new chairman 
of the “Educational Committee” is Perce 
Harvey, Jr., The Harvey Advertising 
Agency, 119 E. Eighth Ave., Topeka, 
Kansas. 


—_ 
eee 


0 AN INTERESTING ENVELOPE 
DEVELOPMENT was shown around at 
the Detroit conventions. It has a per- 
forated strip on the back which allows 
the recipient to simply pull a flap and 
the envelope is opened immediately. 
Don’t know exactly what the applica- 
tions can be, but if you would like to 
see some samples used by The Timken 
Roller Bearing Co. and Minnesota Min- 
ing & Mfg. Co., write to Sydney R. 
Constantine, Mailadvertising, Inc., 100 
S. 13 St., Minneapolis 3, Minn. 


JJ) 


() A TIP FOR BIG MAILERS. When 
you mail a subscription appeal based 
on an urgency or timely approach, bet- 
ter leave the date off your form letter. 
We just saw a letter from a financia! 
weekly dated August 25, 1953. It was 
received by our correspondent on October 
1... some five weeks later. To make 
matters worse, our correspondent has re- 
ceived the same identical letter at least 
five times within the past year. Doesn't 
make a very good impression. 


oe | 
eee 


0 THE POST-CONVENTION 
DEADLINE caught us short on direct 
ma:l dollar volume figures last month .. . 
so we'll give you two months’ figures 
here. Dollar volume for the first 8 
months of 1953 was $806,204,001, a 
642% gain over the same period in ’52. 
August, 1953 total was $90,104,874. This 
DMAA estimate represents a small 1.4% 
drop from the August, 1952 figure of 
$91,468,973. The first fall in dollar 
volume figures in 10 years. Many direct 
mail observers reason that the postal rate 
scare was responsible. Mailers held off, 
waiting for postal rate changes. 

The first nine months of 1953 saw 
$906,302,333 spent on direct mail. A 
healthy gain of nearly 6% over the first 
nine months in 1952. $100,098,332 was 
spent in September, 1953 . . . upping 
1952’s September figure of $99,862,486 


THE REPORTER OF DIRECT MAIL ADVERTISING 





: preecen racious 
An rind “ag 


_ eg Brees of stock Pa cali 


Got a Siuffer ...a Broadside Rising 


..-a Brochure in the Works? A ditinctive rig writing 


[nid markings that vary 
from sheet to sheet—but 


ou pay no premium. 
‘hite and five pastels 
with matching stock en- 
velopes. 


Then you'll want to know this! 





No matter how good the sales pitch 
... the artwork ... the printer... es 

the press—ultimately it’s the way the Rising 

ink lays on the paper that gives The invitation-type sheet 
your sales piece that extra something that’s the ciaeutodes 


that says “this is worth reading”. And Seader im the Ma. 1 Sul 


your printer's ability to lay ink, richly hise velluan tnd bristol 
and evenly, on a particular sheet of paper eld... “el t, crisp: 


is established long before that paper hits est, whitest of them all.” 


huss Wiles hota ama his press... in fact it’s determined at the pa- Matching Enevelopes. 
diflerest sisings per mill—when the paper gets its all-impor- 


O FRENCH CHEF mixes his 


auce Neuberg with greoter 


5 re | tant surface sizing. 
. YOUR QUALITY GUARANTEE 


That’s why we make a 
7 d A Bokers dozen of relal 
fetish of sizing at Rising ashanti ciple 
. using our own special- continuous testing of. foldability fe 

ly-developed methods and Satin-like sheen on a 
press-proved formulations. al plated sheet . . . excep- 
The resulting superior ink ac- i ‘ tional body, opacity and 
ceptability built into Rising pa- , : color. In white and ivory 
pers “lets a printer do his best”. . with matching envelopes. 
AND REMEMBER ...“Fine Paper 
At lt’s Best’ costs no more... 

so why not have the best! 


ncluding 


For the complete story write for your copy of “Fine 
Paper at Its Best and How It Gets That Way”. 


THIS COUPON ENTITLES YOU TO 


25 STANDARD SIZE SHEETS 
OF RISING PAPER 


(for press run tests) 
Present this coupon to your 
printer or paper merchant or 
mail directly to Rising Paper 
Company, Housatonic. Mass., 
with your letterhead. Ofter lim- 
ited to one set of samples to a 
customer — also you are re- 
quested to return a report on 
your test run. P-H-W 


THESE OTHER RISING PAPERS, TOO! 
Parchment—-100% Rag 
No. 1 Index—100% Rag 
25% Rag Bond 
Opaque Rag Bond—25% 
e Hillside Vellum—25% Rag 








rh Y day then Christians, the world over, 


@)\- YW pav homage to Christ, the Prince of 
SaaS Peace» This Christmastide let 
us all worship and rededicate ourselves to the 
service of God and country. s+ ><>+ Let us 
pray to Him to keep us steadfast in our faith. 
Let us give thanks for being Americans — for 
the bounty and privileges that are ours. x—>+ 
Let us bring cheer and hope to the sick and 
sorrowful. > >> gn our devotions, let us 
remember to pray for those whose daily lives 
are darkened by persecution, hunger and fear, 
that then again may enjov the Light of free- 
dom. > > ++ > Let us ask God to help 
our leaders, and those of other lands, to attain 
unity and brotherhood among nations so that 
all peoples may come to live together in peace. 
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